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7,000,000 


women at work! 


I'm only one amongst more than 
7,000,000 women at work today — the 
greatest number engaged in peacetime 
jobs, ever. We are the nation’s top 
spenders ...to advertisers, the most 
vital section of the public. 

FAR more of us read WOMAN than 
any other weekly woman's magazine 
in the world. 

For a direct line to this vast feminine 
market — use WOMAN. 


tMoman 


BRITAIN'S GREATEST SELLING FORCE TO WOMEN 
A.B.C. Weekly Net Sale 


2.184.640 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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IN THIS ISSLE— 

A series of articles on campaign 
planning begins on page 577. 
NEAT WEEA'S issue will include 
a market survey of the Southern 
( ounties. 


To The Editor... 


Knocke-ing copy 
Sit,--The best laid schemes of 


publicity men gang aft agicy. if 
prool were needed, | have found 


M. Van Den Bossche, that most 
ererget and enterprising publi 
city agent for the delightful 
Beigian coastal resort of Knocke- 
Zoute, who is so well-known to 
nany British advertising and 
lewspaper men, has just shown me 
ne Of bis most successful efforts 
but it had @ certain boomerang 
eflect 
He chose a very fine picture 
postcard of Knocke-Zoute, on 
the Dack of which he had printed, 
nh facsumile handwriting, a mes 
sage which ran Dear friend, 
just a lew lines to let you know 
that | have chosen Knocke-Zoute 
lor my holidays. It ws indeed 4 
charming place, quite the garden 
of the North Sea. You know my 
hobby is golf, and there are two 
here, really good ones. 
\nd @ ripping casino. Prices are 
reasonable and food is excellent 
When do you join me? So long 

Joe.” 

Well, it was a good idea 

tunately 1 Van Den 
Bossche was called away one 
after on business—and one of 
his clerks chose a mailing list of 
well-known society jadies. From 
the resullant correspondence it 
can only be supposed that certain 
husbands in Britain's aristocracy 
were, to say the least, suspicious 
of ther wives’ fnendship with 
Joe No divorce proceedings 
have been reported, but I gather 
t was a near thing 

And what a compliment to the 
facsimile printing! 


Lesin 


courses 


but 


untor 


noon 


Lewis. 
Editor, 
Furnishing World, 


Thanks to speakers 


Sin, —May I seek, through your 
columns, the opportunity of say- 
ig thank you to those speakers 
who have travelled far during the 
past winter to address the Brad 

tord Publicity Association 
Such means as are at our dis 
posal have been used to make 
them welcome, Even so, we fully 
ippreciate that our debt to them 
emains a heavy one and we wish 
fer our gratitude for their 
in providing an interesting 

nstructive programme 
R. SHEPHERD, 


Hon. Jot Secretary, 
Kradford Publicity Association 
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further (aformati. 


nm please write to 


Head of Advertisemem Depariment. BBC 


‘Ford on stamps 
14 years ago’ 

Sin—Edgar Lewy (May 1), 
might be interested to know that 
neither Germany (Volkswagen) 
nor Italy (Turin Car Fait) was 
the first to feature motor vehicles 
on postage stamps 

To the best of my information, 
knowledge and belief, this dis- 
tinction 1s enjoyed by India 
and Ford. 

The slate-bluc eight-anna 
pictorial in the first George VI 
series (1938) features an iustra 
tion of a Ford V-8 mail lorry, 
original for which was provided 
by one of the units of the then 
Royal Mail ficet. 

Without wishing to appear un- 
kind, I might well say that Alan 
Hess is apparently just 14 years 
late with his idea. 


H. Murmr-Haagpinoe, 


Advertising Manager, 
F ordindia. 
P.O. Box No 
Bombay. 


Show type faces 
on rate cards 


Sin,—A recent article by Vin- 
cemt Steer on publishers’ type- 
setting prompts this query. Ina 
view of the fact that a large pro- 
portion of the advertisements in 
any technical publication are 
publisher set, would it not be to 
everyone's benefit if type faces 
available were stated on the pub- 
lisher's rate card? Information 
regarding additions to the type 
faces could be passed on to 
agencies from time to time. 

| feel sure that this move 
would result in improved stan- 
dards m typesetting which, in 
some cases, are lamentably low. 

lt would be interesting to have 
some publishers’ views on this 


suggestion 
E. Ross. 


499, 


Director, 
Doig Advertising Lid. 


Recognising good 
copy design 

Sim,—There is much talk of 
“good design,” but this seems to 
be confined in a rather arbitary 
manner to art Is it not high 
ume that copy design was 
recognised as well? 

By “copy design” | 
mean style alone, but 


do not 
also the 


June 26, 
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ADVERTISING LIMITED 


COMPLETE NATIONAL SERVICE 
LONDON 
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way in which a 
developed. 

Copy design is to be found in 
the advertisements of A.E.L, 
Accles & Pollock, Schweppes, 
British Nylon Spinners, Murphy 
Radio and a few others. 


Perer M. Gant. 


313 Staines Road, 
Twickenham. 


copy idea is 


New agency in 
S. Rhodesia 


A new agency, Capricorn Ad- 
vertising Lid. has opened in 
Salisbury, Southern Rhodesia. 
ht handles all branches of adver- 
tising in Southern and Northern 
Rhodesia, Nyasaland, East 
Africa, Portuguese East Africa, 
Belgian Congo, and the Union of 
South Africa for Rhodesian and 
United Kingdom advertisers. 

M. Skinner, a member of 
the Society of Diploma Members 
ol the Advertising Association, 
has left Rho-Anglo Publicity of 
Salisbury to become manager of 
the new agency 

All creative and administrative 
personnel jn the agency are from 
the United Kingdom 


Guashiecl Delineation 


International Conference 


The congress of the International 
Graphical Federation at Bourne- 
mouth approved a proposed mini 
mum programme for wages and 
conditions for employees in the 
printing industry in all countries. 
The main poimts were that wages 
should balance the cost of living, 
that normal working hours should 
not exceed nine a day, and that 
there should be equal pay for men 
and women for equivalent services. 
Adolf Schafer, of Switzerland, was 
re-elected president and British re- 
preseniatives appointed to the exe- 
aaa were H. Riding, Manchester, 

A. Morrison, London, and 
R. T. Williams, Manchester 


wie The Litieer 


Average Weekly Nev Seles for 1951 (A.B.C) 137.910 


Pubbcatons, Broadcasting Mouse, Portland Place. London, W 1! 
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Here’s the Sport! 


Of course it’s not on the back! Daily Telegraph 
readers are not ‘‘ headline readers’’. They know 
Sport gets a whole page every day and, women 
as well as men, they want to read the experts in 
detail. It’s a remarkable team. Most of them 
are already household words— Hotspur on 
Racing, E. W. Swanton on Cricket and Rugby, 
Leonard Crawley on Golf, Frank Coles on 
Association Football, Lainson Wood on Boxing 
and many others. They cater for a discriminat- 
ing public and that’s one more reason for the 
value of The Daily Telegraph as an advertising 
medium. 


The Daily Telegraph 


is the paper people trust 
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Present your product proudly to Britain's 
womanhood —to readers whose confidence has 

been won for you in advance. Offer it to 
Housewives who buy on quality and value and not 
on price alone. WELDONS LADIES’ JOURNAL 


gives added prestige to advertised commodities 


WELDONS 


a prestige which is reflected in results. Profit by \ 


nant 
= _Y ; 
’ ; 
the experience of leading advertisers, and see that Jf 
your fashion, beauty vhome or family product appears 


regularly in WELDONS LADIES’ JOURNAL. 
THE FLOWER OF WOMEN’S MAGAZINES 


* PAGE RATE 4160 MONTHLY 13 2 
A.W. BURNETT, Advertise nent Di ctor, WELOONS LTC., 30-322 SOUTHAMPTON STREET, LON , WC. 2745 
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Film-makers’ ‘vital role’ in commercial 


A DOUBLE 


A mechanical version of the Indian rope trick is being performed regularly 

in Piccadilly Ind Coope & Allsopp Ltd. are advertising their Double 

Diamond beer with “Mr. Everyman.” their popular publicity character 

with a trumpet, sending a fakir up a real rope in an endeavour to 

reach a bottle of the brew tied at the top. Production was carried out 

by Dominant Sites Lid., and the agents concerned were Outdoor Publicity 
td. The site has been booked for 13 weeks 


crease will be shown as a separate 
item on engravers’ invoices.” 
More for print 
workers, too 
Print workers are to receive a 
cost-of-living bonus increase 
starting on the first pay-day after 


July 1: 6s. a week extra for men; 
4s. 6d. for women 


Block-maki ng 


Block making prices are going 
up again. 

A statement 
Federation of 
Engravers says 

“In accordance with the terms 
of the trade union agreements to 
which jt is a party, the Federation 
has notified #s members of a cost 
of loving bonus increase effective 
on the first pay day in July 1952 
in respect of the week's work for 
which payment is then to be 
made 

“As a consequence of this ad- 
dition to labour costs it has be 
come necessary to revise the 34 
per cent price increase currently 
operating on the Federation's list 
of minimum prices dated August 
12, 1946 


the 
Process 


issued by 
Master 


television plans 
‘Stimulus for the industry’ 


SS film-makers are preparing to play their part 
when sponsored television comes to Britain. 

Following Parliament's endorsement on Monday of the Govern- 
ment’s plan to permit commercial programmes “before long,” 
film organisations are discussing the opportunitice—and 
problems—which will arise when the new medium arrives. 


The Renters, Exhibitors and 
Producers Committee, on which 
a!! sections of the business are 
represented, has already dis 
cussed commercial television 

No final decision has yet been 
reached, but leading producers 
say films can play a vital role 
in the new medium 

One threat the film 
will have to face comes from 
America. It is reported that TV 
films are ready in New York for 
dispatch to Britain as soon as 
they are needed 

Alec C. Snowden, a director of 
Merton Park Studios Lid. and a 
producer within the Film Producers 
Guild Ltd., said: “The majority 
cf sponsored programmes will be 
recorded on film and the potenti- 
alities provide a great stimulus 
for the film world and, more par- 
ticularly, for the specialised film 
industry. 

“It is to be hoped, however, 
that there will be no mad gold- 


industry 


(Official journal of NALGO) 


“This revision will apply to all 
photo engraving orders received 
by members of the Federation on 
and from Monday, June 3), 1952. 
and will take the form of a 44 
per cent flat addition to the 
printed prices in place of the 34 


Gas Council 
Gestetner 
Midland Bank 


Reginald Harris Publi 
per cent The 4§ per cent in 


Lid., 12 Stanh 


Agencies: 
W.. H. Gollings & Associates Lid. 
Hedley, Byrne & Co. Lad. 
Howard Panton Lad. 


Smith's Advertising Agency Lad. 
pe Row, London, W.1. 


| 


LOCAL GOVERNMENT SERVICE 


CIRCULATION 239.500 MONTHLY 


Industrial Advertisers include: 
Ascot Gas Water Heaters Limited 


rush enher of ‘novelty-at-any- 
price advertisers’ OF pseudo pro- 
gramme organi and producers 
jumping into thé fray and bring- 
ng this very valuable new indus- 
trv into disrepute right at its very 
inception. Whilst one would 
naturally deplore any excessive 
official control, one can see the 
necessity for steps being taken to 
ensure that this new medium is 
‘brought up’ in the’ right way. 

“There is no doubt in my mind 
that advertisers who wish to par- 
ticipate in this new medium, and 
to do so with best effect, have got 
to legislate for appropriation ad- 
vances now, Then they will be 
i. @ position to start planning and 
even commissioning the writing 
and producing of their ‘commer- 
cial’ as well as their ‘sustaining’ 
material forthwith. 

“By delaying there is a likeli- 
hood of becoming the victims 

@ Continued on next page 
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@ FILM MEN PREPARING FOR TV 
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previcnws pax 


Call for joint body, and 
code of standards 


and participants in a burned, ill 
considered and extravagant pro 
duction scramble which w no 
only damage their own cause bul 
the cause of sponsored television 
as a whole 

1 feel that the sponsoring and 
producing interests should take 
immediate action on their wo 
account in at least three dire 
tons 

Firstly, let wus establish a 
negotiating body thal can repre 
sent the views and needs of those 
most nearly concerned in the cx 
ploitation of this new medium 

Secondly, let us have a central 
registry of series-titles and subject 
matter m order that sponsors 
producers and agents may register 
and protect thei proposed pro 
grammes and in order that they 
may proceed now with thew pro 
duction without fear of duplica 
fon of trespass 

Finally, let us mmmediately take 
the mitiative on censorship and 
devise our own codes: Codes 
both of dramatic content and 
presentation as well as of adver 
ting subject matter and the 
degrees and duration of hard 
selling which a televiewing pub 
le can be expected to endure 
before ut switches « <a 


‘Major policy 
issues’ 


Howard Thomas, producer-in 
chef, Associated British Pathe 
told ADVERTISER S Wreraty 

The problem of sponsored tele 
vision os more than that of turn 
ing to him companies as a source 
of programme. It will be a mayor 
poly issue for both the advertis 
ing business and the film trade 
Advertising itself will be on trial 
for so many of the erties of spon 
sored TV have used the oppor 
tunity to attack the technique and 
practice of advertising, and the 
first duty of any sponsored TV 
service will be for advertising men 
to demonstrate that they can tell 
ther story om Brith style with 
dignity and withour offence 

“Sponsored 1, in fact, can be 
the finest medium for better pub- 
tk relations for British advertis- 
ing, @ & it handied property 
from the beginning. 

‘For the film industry the prob 
iem is Dot so much one of ethics 
and behaviour but of sheer sur 
vival 

it is certain that film will be 
essential to sponsored TV With 
a number of low-powered trans 
mitters operating throughout th 
country it may not be possible 
convenrent to have a simullaneous 
programme. Or again a 
gramme may be tried our fir 
one region before being na 
ally transmitted 

Commercials, mevuahbly mus 
be on film, so that the righi ching 
ts said and the product 


at least the right way up. Adver 
tisers spending heavily on time 
1 programmes cannot afford t 
have their efforts nullified by an 
announcers slip of the tongue 
or the package shown out of 


/ 


aus 

If and when the major Brit sh 
film producers are allowed to 
work for sponsored TV they wil! 
have ta adopt a drastic change of 
outlook. To produce the neces 
sary volume of filmed pro 
grammes at 4 competitive price 
will call for new thinking in the 
British film industry. The answer 
to it all is that film-makers wil! 
have to be prepared to deliver a 
performance’ film instead of an 
enduring work 

The two industries, advertis 
ing and films, must get together 
from the outset and find a solu 
ton that will permit both to sur 
vive and to prosper in their 
respective worlds.” 

* * * 

John Halas (Halas & Batchelor 
Cartoon Films Ltd.): “While the 
public hopes for better entertain 
ment and greater chowe as a 
result of sponsored TV there is 
also a well founded fear that 
what they will actually get is a 
flood of cheap films and a choie 
only of different advertising 
matter 

“By adopting simple production 
technique it is possible to make 
high quality films with great 
speed, which is one of the key 
necessities of efficient and success 
ful TV production.” 


‘Less for the 
agents’ 


In the debate in the Commons 
on Monday, lam Harvey (Con.) 
a director of Crawford's, said: “I 
should like to refute the sugges 
tion that this desire for sponsor 
ship has emanated from those 
primarily interested in advertis 
ing, because that is not the case 

“If one studies the promotion 
of advertising for radio or tele 
vision Gn this country, one will 
realisé at once that it will require 
new resources, new equipment 
and new staff and it will, in fact 
give the advertising agent less 
remuneration than the use of the 
normal methods of advertising 

All the people who are con 
cerned in advertising know that 
the standards which are expected 
by the British people must be 
ipheld under sponsorship 

1 welcome the courage of the 
Government in preparing to open 
the door to an experiment. From 
my commercial experience, I do 
wot share the fears of those who 
relieve that in opening that door 
there will be a flood of pro 
grammes which will lower the 
general standard of morality in 
this country.” 


‘WE’LL STOP 
IT’—opposition 


The Opposition made it 
clear in the Commons debate 
this week that if they are 
returned to office before com- 
mercial TY is in operation 
they will not permit its intro- 
duction. 

Commenting on the forma- 
tion of a new company (with 
Norman Collins, ex-B.B.C. 
and now of High-Definition 
Films, and €. ©. Stanley, 
chairman, Pye Ltd., among the 
directors), P. Gordon Watker 
(Soc.) said: “I see that this 
company have so far ventured 
only £100 in this matter. That 
is very wise of them. They 
would be wise to wait; would- 


fat this 
Government may contrive to 
go, they will not be able to do 
this thing for several years, 
and they will be out of office 
long before that. We shall 
certainly not carry on the 
policy.” 

@ FLASHBACK: Norman 
Collins addressed a session 
at the Brighton Conference 
of the Advertising Associa 
tion But he did not enter 
into the commercial broad- 
casting controversy then 


To-night’s large 
screen show 


Among advertising and public 
relations people expected § to 
attend the demonstration of large- 
screen television at “The Import- 
ance of Being Earnest” film 
premiere, Odeon Leicester 
Square, this (Thursday) evening 
sre’ 6clan) Harvey, MP. (Craw- 
ford’s), Tom Reynolds (Young & 
Rubicam), Sidney Butterworth 
(Brighton Corporation), R. G 
Doubleday (London Zoo), John 
Pringle (B.M.A.), and J. Murray 
Smith (PR. adviser, Butlin’s) 

The Cinte!l equinment to be 
demonstrated is distributed by 
the British Optical and Precision 
Engineering group, which repre- 
sents the manufacturing interests 
of the J. Arthur Rank Organis 
ation 
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Production census 
Discloses 1948 
ad. spending 


Staustics showing the adver- 
tisement revenue of newspapers 
and periodicals are included in 
Volume 10 of the Final Report 
ot the Census of Production for 
1948, which covers newspaper 
and periodical printing and pub- 
lishing, out this week 

Figures for “larger establish- 
ments,” that is, firms employing 
more than ten persons, for 1948 

£000 

Daily newspapers 18,010 

Newspapers, other 


than daily 9,208 
Magazines, reviews, 

trade yournals 

and similar 

periodicals 10,887 
Other published 

matter 2 


Total £38,108 


The apparent discrepancy of 
£1,000 in the total can be ex 
plained by inclusion of fractions 
of £1,000 from sectional totals 

These are net figures, repre- 
senting receipts after deduction 
ef agency commissions 

To the total should be added 
£798,000 attributed to “establish 


ments classified to other trades,” 
i.e. whose publishing activities 
are incidental to their major 
businesses 

Figures are also given for ex- 
penditure by “larger establish- 
ments” on press advertising 
(£169,000) and on poster display, 
despatch of circulars, etc., and 
market research (£392,000) 

{In Advertising Expenditure in 
1948, by Rodney Silverman, pub- 
lishers’ net revenue from adver- 
tising is given as £55,270,000, of 
which £21,590,000 js attributed to 
periodicals. It would appear that 
his inquiry covered a more exten 
sive field.) 


Most women spot men’s pack 


Twelve Organisatior in the 
Berkeley Stree Berkeley Square 
area co-operated in worday pack 
recognition = surv ducted by 


the Greenlys Lid ket research 
department 
Women employees visited the 


Conference Roon where twelve 
packs were tested w a view to 
oblaiming comparatiy recogmtulon 
scores Colours and shapes were 
clearly visible, but evidence of 


the contents, except the nameplates. 


was blotted out lt the packs. 
The women taking t were given 
4 Queshonnair d usked to 


wentufy the products for which the 
packs were used 
The sample was largely composed 


of women between the ages of 
16-34 years, although some older 
women took part Average score 
was 7-18 correct identifications out 
of a possible total of twelve. 

Greenlys chent packs among the 
twelve were “Velvet” (Velvet Crepe 
Paper Co. Ltd.) and “Corvette” 
(Goya Men's Division). As was to 
be expected, the nationally known 
packs im the test had almost a 100 
per cent recall, and this included 
“Velvet” with 98.2 per cent 

Another interesting result was a 
65.2 per cent recall on “Corvette” 
which is 4 comparative newcomer 
among products for men These 
toilet preparations are now adver- 
tised in women’s journals. 


% 
: eC“(tis = 
- OOOO 
? i _ 
7 : H 
2 r’ . 
id Hy 
. H 
“4 : 
a: ; 
ae. ; 
; H 
eR : 
7 7 
1 $ 
rs . 
: : 
a: ; 
* be early birds might find the ’ 
» worm very elusive. ! 
“They should remember 
: . 
as 
— H 
" | ; : 
a : 
es $ ; 
- ae | 
: H H 
: H 
. : ; 3 Annual dinner of the Advertising 
7 ' 3 H $ Association will be held on 
a , H ST EE Nov 26. of the 
4 ; Mackintosh Medal, “for personal 
4 } and public service on behalf of 
—— advertising,” will be made at the 
he ; dinner. Members of the Asso- 
3 ciation are now being invited to 
: ; submit nominations. 
7 o* 
| po 
. 
- 
- - - ' 
ad 
“as 
a 
4 
; a : 
= 4 
a Pe: i a) ee. ~ Pes err fe eee se ca ae : 
: a Te fl, a “ age SS £ | ho ee cial i a a ge | . 
s a i ee ar re ee a ae de Be at rh . Pe » 


June 26, 1952 


PLANNERS ACCUSED: 


‘shop windows’ 


AN ECONOMIC NEED TO STIMULATE 
THE FLOW OF CONSUMER GOODS 


le ee en eee Sees 


to local authorities to repress adverti 
W. A. Lupton, secretary of Star Solus Sites, Bradford, Yorks, 


stated during a public inquiry at Salford last Thursday when the 


firm appealed against Salford 
ission for the display of advertisements on the gable of 


78 Bolton Road, Salford. 

The use of the site for adver 
tising would improve, not imyure, 
the amenities of the district, Mr 
Lupton emphasised 

Advertising was the shop 
window of the manufacturer, 
and it was an economic fact 
that the flow of consumer 
goods must be stimulated 

To deny the producer his 
stall in this commercial area 
was akin to denying the law- 
ful shopkeeper the right to dis 
play his wares The ultimate 
end would be the abolition of 
advertising with the result that 
the public would be compelled 
to buy untested and inferior 
commodities 

* Bumbledom” 

Criticising the Council's build 
ing and development committee 
for “keeping us waiting for eight 
months,” Mr. Lupton asked 
“Does the planning authority 
desire to join the bumbledoms of 
Dickens and create yet another 
office of circumlocution and do 
anything to prevent anything else 
being done?” 

A photograph of the site, sub- 
mitted by the Corporation, had 
been taken from a prejudiced 
angle, he contended 

A suitably laid out design 
would improve a very drab gable- 
end and be beneficial to the 
amenities of the neighbourhood 

As industry ate into Salford’s 
residential areas, the Corpora 
tion was fighting to preserve the 
beauty of those districts still un- 
touched, George A. McWilliam, 
city engineer, stated 

The use of gables for advertis- 
ing was strongly deprecated by 
the Council as an unsightly prac- 
tice 

The findings of the inquiry will 
he made known later 


‘Mirror’ associates 
paper mill deal 


Albert E. Reed & Co., paper 
makers, an associate company of 
the Daily Mirror group, has pur- 
chased from Associated News- 
papers (Daily Mail, Evening 
News) the whole of the issue 
share capital in its subsidiary firm 
Empire Paper Mills. The Daily 
Mirror holds 25 per cent of the 
voting capital in Albert E. Reed 


“s refusal to grant 
3-point advice 
for youth in 
advertising 


Sinclair Wood gave this 3- 
point advice to the “Youth in 
Advertising” Conference which 
ended im Copenhagen on 
Saturday 

FIRST: Do not accept too 
readily the wisdom of your 
elders. This is a changing world 
and nowhere, perhaps, has it 
changed more readily than in the 
practice of advertising What 
needs to be achieved is the 
proper partnership between 
experience and experiment 

SECOND: Do not accept 
boundaries to the field or the 
power of advertising. We are 
only at the beginning of a move- 
ment in which advertising can 
work not only to make people 
more comfortable, but to make 
them healthier, better informed, 
more at peace in their minds 

THIRD: Do not accept boun- 
daries between nations. Ours is 
the task of spreading ideas, and if 
we are allowed to we can spread. 
rot only ideas about owning 
motor cars and refrigerators and 
fountain pens, but the idea that 
there is no reason why men 
should not live at peace together 


$67 


‘BID TO REPRESS ADVERTISING’ 


Industry is entitled to poster 


' 


To commemorate the 70th birth- 
day this year of their King, 
Gustaf V1, the Swedish govern- 
ment have organised a fund 
called. “HM. Gustaf VI Adolf's 
70th Anniversary Fund = for 
Swedish Culture A press ad- 
vertising and poster campaign has 
heen launched Reproduced is 
one of the advertisements with 
the heading Your name—a 
support to Swedish culture. 
Agents: AB Svenska Telegram- 
byran 


Teacher-employer 
contact needed 


The staff responsible for the 
advertising courses at the "North- 
Western Polytechnic met last 
week to discuss the work of the 
last session and to consider how 
best to improve the courses for 
next year 

The need was stressed for 
close contact between the Poly- 
technic and students’ employers, 
and for more works visits 


These delegates to the Copenhagen Youth in Advertising Conference look 

happy. And why not? They had, after all, just visited the Tuborg Breweries 

dmong them are Mrs. Subhadra Peri. an Indian delegate. Pamela Horner 
of Yardleys, and James A, Horrox, of Leeds, 
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NEWSPRINT 
CHEAPER 
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might find they could not 
reduce the price as much as 
they hoped. 

Sir Leslie Plummer (Soc.), former 
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But the Secretary for erveas 
Trade commented: “I fully 
accept that these mills have 
made very large profits because 
the value of their raw materials 
has gone up. The value &s 
now going down and they are 
taking the knock of the fall.” 


New P.R. branch 


Auger & Turner Lid., Birming- 


branch of ublic Campaigners, 
which undertakes P.R. activities for 
the agency. The new branch is to 
be run by Miss Bobby Whittaker, 
who handled the P.R. work for the 
Birmingham Trades Fair this year, 
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“ Lelewester Evening Mall photo 


that won the Raymond Rayner Cup 
Speaking Contest at Birmingham 
L. Willson, R. Du Cane 


Speaking championships 
go to provinces 


FICESTER has defeated both Leeds and Berks and Bucks to 
4win the Raymond Rayoer Trophy im the Advertising Asso- 


ciation’s National Public Speaking Contest. 


E. Luscott Evans 


Birmingham) has won the individual award. This is the first time 
that neither winning team nor individual has been from London. 


\ Biren 
ver two hundred 
than ten clubs were 
heard Sur Patrick 
pliment Afr Frans 
the speéch of a statesman,” 
yrge the advantages of clean and 
wholesame advertising 

With Sur Patrick 
table were David Gretton, assis 
tant programme head of the 
BBC, Midland Regwn, and W 
Vaughan Reyaolds editor of 
The Birrungham Post 


audience f 


n which more 


Ngham 


represented 
Hannon com 
on giving 


and 


it the pudge 


The contestants 
The ictors 
f R Du 

und W 

ments being 
W. Digegle 
ks and Bucks 
David ft Daidey 
Der Apart from 
the additiona 
indivic 
A 
M ss 


from Leicest 


wi ane, A. HL Frank 


Tem Gough 
cty Club of Birminghan 
sented the 


Miss N. Payne wins 
Goodman Cup 


Mis N G 
judged winner 
Goodman 
Raxter, 
dinner 
London public speaking 


trophies and 


Payne w 


| a’ the Connaught Rooms on 
| Frida Jack Hollindale won th 
Comerford Cup for the 
member who made the 
progress during the past 


section 
nhost 
year 
Five prepared and five 
pared speeches were delivered 
Miss Bumstone contrasted the 
Flizabethan ages dD ngton 
Bree discussed feminine fashor 
G. Wild spoke of woman as he 
power behind the drone Mis 
N G Payne proposed Th 
Gentlemen and J. Cowen adv 
cated a “Bachelors’ Protec 
Society 
On the “spontancous” subject 
drawn out of the hat by Joe Harris 
who was M¢ Miss Bimston 
spoke on boredom f B 
sgreed that history does not rep 
if; Mr. Wild thought that ad 
ne gents and evervbody 
should work on Saturday 
Payne denied that womer 
too much on make-up: and 
owen preferred the country 
ndon 
Baxter, who recalled that 
chairman of the Publicity C1 
London im 1934 critic 
cakers and also spoke 
chniques of Churchill 
wee and other great Parliamen 
wators 
unk Hughes-Freeland, choir 
) of the section, said that in 
with other bodies 
i two wins, one defeat 
draw Average aticndances at 
m meetings was 28 
i! P. McNulty claimed that 
» had done no more useful 
» establishing the public speak 
section. It enabled “frustrated 
es to develbp into people who 
d look a space-buyer in the 


unpr 


two 


had 


and 


the 


yob 


Other speakers included: Gratton 
‘syne, who paid a warm tribute 
Hughes-Preeland: B. G. Tore 
H. Vineent 
of the Clu 
(Club chairman) 
ded; A. Holberton and Mrs 
Martin 


Club News 


Wilde—but not 


were well 
ng of the 
Publicity 
mn ths case 
chairman 
peaker from 
Wilde, not 
propeser of 
, vt onsequently 
there ereat | of leg 
pulling 


Women's Club 
New committee 


the Women's 
ondon consists 
(National 

ss D. Corn- 
Miss Emily 


Mawdesley 
ms Ltd.), and 
(Linguaphore 


Birmingham 


Current topic 


of the Birming 
suion, held at 
rddressed 
mercial 

y Board 
deigits on 


~~ A.l at Lloyd’s 


The davs 


when th 


Marit ’ 
Hi Put 
History and M Lioyd's. 


the Leon Goodman Cup from 


we Publicity 
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Newcastle 
115-day business trip: 
37,000 miles 


Drummond D Angus 
director, George Angus & Co 
guest speaker at a luncheon mect- 
ng of Newcastle and District Pub- 
hewty Club, gave an account of his 
n the course of a world 
business During the 115-day 
trip Mr. Angus travelled 37,000 
miles and visited Egypt, India, Siam, 
Malaya, Australia, New Zealand 
Canada and America 


sales 


Lid., 


aperiences 


Regent 


River trip 


This Regent Showboat” 
evening river trip, organised by the 
Regent Advertising Club, will 
held on Friday, July 18. There w 
be accommodation for 200 
tickets at 10s. 6d. cach 
gramme includes dancing 

well-stocked bar and buffet 


never closes 


Trish Advertising 
Press Club 


year's 


New officers 


Gordon Clark (Montford Publi- 
cations) has been named 1952-53 
chairman of the Irish Advertising- 
Press Club Other officers are 
vice-charman and hon. treasurer, 
Peter D. M. Rackow (Cinema and 
General Publicity); hon. secretaries, 
Miss Maura Fox and Peter Owens 
(Domas, Lid.); press officer, David 
P. Luke 


Leeds 


Day out 


A day out at Haltwhistle near 
Carlisle to vist the paint manufac- 
tuning of Smith & Walton 
Lid., 1s planned for members of the 
Publicity Club of Leeds on July 16. 


works 


Nottingham 
. 

The Brighton story 
Speaker at a Publicity Club of 
Nottingham luncheon Tom 
Johnson. He gave his impressions 
of the Brighton of the 
Advertising Association 


was 


conference 


Mrs 


public 


Goodman 


Club of London speaking 


t the Connaught Rooms on Friday 
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CLUB NEWS—continued 


R. W. Wright (centre), chairman of the Publicity Club of Nottingham. 
welcoming representatives of local firms who submitted entries for the 
model competition which was a feature of the club's annual bail. 


London 


Raise subscriptions move is 
defeated: ‘Hard on youth’ 


Members of the Publicity Club 
of London rejected at a special 
meeting on Monday a proposal 
by the Council to raise subscrip- 
tions by SO per cent. 

For the proposal, it was argued 
by Miss Olive Hirst, vice-chairman 
(presiding in the absence of the 
chairman, F. Murray Milne), S. T. 
Holmes, hon. treasurer, and others, 
that the Club's financial resources 
were inadequate 

Because activities had increased 
and costs had risen, spending now 
considerably exceeded subscription 
income The current year would 
show a substantial deficit It was 
desirable, not only to make ends 
meet, but to build up a reserve for 
‘contingencies and = possibly in 
future to provide club premises. 
Unless subscriptions were raised, 
some contraction of the Club's work 
might be unavoidable. 

The subscription had remained at 
£2 2s. for 22 years, and it was un- 
reasonable to expect to run the 
Club to-day on a pre-war income 
basis 


Opponents of the proposal took 
the line that no case had been made 
for the increase, that it would 
penalise younger members, many of 
whom could not afford it and . 
be compelled to resign, and that 
the problem should be solved by 
cconomics, 

An admendment that the increase 
be 25 per cent, proposed by Arthur 
Chadwick, was lost, and the motion 
for the SO per cent increase was 
defeated by 39 to 22. 


c Joventry 
Officers elected 


At the annual general meeting of 
Coventry Publicity Association the 
following officers and council were 
elected: president, George T. Mills ; 
chairman, John E. Winford; vice- 
chairman, L. Edgar; hon. secretary, 
Fred Andrew; hon. treasurer, F. G. 
Abbott; P.R.O., Roy Gunn. 

Council: Lt.-Col. G. J. Long, 

. P. Bakewell, T. B. Chatham, 
1. G. Davies, P. W. Thompson and 
F. Warhurst. 


‘Trish Press’ installing new rotary 
machine—with colour device 


J. E. McEllin, chairman, an- 
nounced at the 20th annual meet- 
ing of Irish Press Ltd. that a new 
rotary printing press, which 
would incorporate the latest 
developments in rotary press 
design and colour printing, was 
on order, and should be in opera- 
tion by the end of the year. 

The accounts for the year 
ended December 31, 1951, re- 
vealed another year's successful 
trading’ and a satisfactory net 
profit, despite the difficult trade 
conditions prevailing throughout 
the year 

It had been necessary to in- 
crease the price of The Sunday 
Press to threepence, and to im- 


crease the advertisement rates to 
offset increased wages and con- 
tinuous increases in the cost of 
goods and service. 

“However.” said Mr. McEllin, 
“recourse to this method of re- 
covering additional costs cannot 
again be availed of without 
serious risks and grave danger 
to the economy of the company.” 


‘Secret list’ stand 

Stated to embody “many new 
features in design” a stand planned 
for this year's Radio Show at 
Olympia is being kept on the “secret 
list™” by the exhibition's section of 
the Co-operative Wholesale Society 
publicity department, Manchester. 
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Queue to join Market Research 


Speaking at the annual mect- 
ing on Friday, he said that the 
Society's session at the Inter- 
national Advertising Conference 
attracted an audience of nearly 
200-——“the largest, as far as I 
know, ever to attend a public 
technical meeting on this sub- 
ject.” 

Mr. Cranch, who was report- 
ing on two years’ activity, also 
spoke of the Society's week-end 
schools, study groups and the in- 
ternational conference on market 
research attended by 1§ dele- 
gates from 15 countries 

Pleasure in solid achievement 


Society: ‘Undoubted success’ 


should be tempered with anxiety 
tw have a firm foundation for 
further development 

Louis Moss (Social Survey) 
has succeeded Mr. Cranch as 
president. Other officers are: 
vice-president, Harry Munt 
(U.K. market research, Uni- 
levers); secretary - treasurer, 
Frederick Edwards (British 
Market Research Bureau), pro- 
gramme secretary, Andrew Elliott 
Uohn Haddon & Co. Ltd); 
council: Graeme Cranch (Mather 
& Crowther, Lid), W. N. Coglan 
(Sales Research Services), Dr. 
Henry Durant (Gallup Poll). 


Newspaper finance 


Wages bill up one-tenth in year 


Net profit of the United News- 
papers Ltd. group after deduc- 
tion for profits tax and income 
tax, is £122,000 (as against 
£121,000). In his speech to the 
shareholders, H. ( Drayton 
(chairman), said that during the 
year, the wage bill had increased 
by 10-1 per cent and the cost of 
newsprint by 41°6 per cent 

“From the beginning of this 
year to date our profits show a 
decline.” he continued. “In the 
ordinary way at this time in the 
ycar I could perhaps make a guess 
as to what our profits are likely 
to be towards the end of the 
year, but to-day | cannot do that 
We have just received a decrease 
in newsprint prices which should 
assist us; we hope we are going 
to get another. 

“There is a more plentiful sup- 
ply of newsprint and we are en- 
larging our newspapers. At pre- 
sent we are getting sufficient 
advertising for these enlarged 
rewspapers. This brings us in 
more revenue, but it is impossible 
to say whether that wil! continue 
throughout the year.” 

* * * 

Portsmouth and Sunderland 
Newspapers Lid. directors recom- 
mend a final dividend on the 
ordinary stock of § per cent, less 
income tax, making 224 per cent 
for the year ended March 31. 
Trading profit was £272,800 (as 
compared with £242,286) 


o/ 
A.P. pay 20", 

The directors of Amalgamated 
Press recommend a final ordin- 
ary dividend of 16 per cent, 
making 20 per cent less 
tax. for the year ended 
February 29, on the capital of 
£72.400,000 as increased last 
August by a 334 per cent bonus 
issue. This compares with 25 
per cent for the previous year 

Group profit for the year. after 
all charges, including £2,700481 
texation, js £2.072,571, compared 
with £2,033,213 for 1950-51 


DEVON WEEKLIES 
ARE MERGED 

As from the issue of July 4, 
the Western Times and Devon & 
Exeter Gazette will be merged 
and will appear under the single 
title of the Western Times & 
Gazette 

For many years they have been 
published as entirely independent 
papers by the Western Times Co 
Lid., who state 

“This important step is being 
teken to meet the increasing de- 
mand, by readers and advertisers 
throughout the wide circulation 
area of the two publications, for 
one newspaper giving a compre 
hensive coverage for the whole 
county of Devon and its West 
Somerset border 

“Advertisers will now have the 
benefit of the combined circula- 
tions of the former papers.” 


Commission and 


rates increase 


The Essex County Standard is 
increasing both its advertisement 
rate and its agency commission. 

From January |, 1953, com- 
mission will go up from 10 per 
cent to 15 per cent 

From July | the display rate 
for the Essex County Standard 
will go up from 10s. s.c.i. to 12s., 
and the combined rate with either 
Colchester Gazette or Braintree 
and Witham Times will be 15s. 
s.c.i. Full series rate fofial) three 
papers will be 17s, 6d. $.c.i 

Announcing this, B. S. Wilkins, 
advertisement manager, points 
out that when, in April 1951, the 
Essex County Telegraph was 
amalgamated with the Essex 
County Standard there was no 
merease in Standard rates. Cir- 
culation of the Standard was 
25,700 when the 10s. rate was in- 
troduced and at last April it had 
risen to 29.823. 
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New chiefs 
for Grant's 


wh othe return re 
Sates of H. € 


stculla 
tra nager 
and ¢ 
In 
wveral 


sible for 


manager 
ftMi 
rT d th ’ 
Jackson jorned 


Service Divisnor 


Progress in 
the U.S.A. 


Dudley H. Wade, formerly 
Selhs with Jenson A N 
ied... and wih Lev Broth 
door advertismg service who 
to the USA ote 

( ourtland D. Ferguson, Inc 
ngton o mdsey 
gency of Rix ) Virgin 
production and t on manag 

* * * 

Philip Lerner, account cxeculy 
Auger & Turner Lid, married Miss 
Renee Redhouse on Tuesday 

* * * 

G. ¥. Pletow has been 
an advertisement repr 
The lronmonger im the Midlands 
und will work from Birmingham 

*. 7 * 

EB. Blown, for four years adv 
Mw r Spor 
mpPPamntmen n th 
Ship and BR 


Appoin d 
of 


sentatiy 


twement manag f 
has taken up an 
same Capacity th 
Ruilder 
* o * 

A. Campbell Gifford and Mrs 
Gifford wer n nee 1 ‘ 
luncheon a Royal on 


h Jor 
hannesburg 


sock 


accoun 
Seymour 
had been 


ae a 


VEWS ABOLT PEOPLE 


Pe 


ine (formerty The Sorting Tabic) 
gan of BDMAA for two 
i A. Edward Jones, chair 
man of the Association, presided a 
the luncheon 


* . 7 
T. K. Rebertson, merchandiing 
Picture Post, has + 


cutive signed 


om Sir Joseph Causton & Sons 
Lid letterpress and 


lithographic 
Mers as sales adviser He 
caned Hulton Press as sales rep 
niatiwe on Picture Post in 1949 
ippointed (© start the 
merchandising 


June 1950 


SCT VIC’ n 


This model of “The Golden Hind 
wa the present from Bentalls 
Cinderella Bride” and her husband 
to publicity controller, Roger Prver 
i mark of their appreciation. | 
Pryver who started the snowhail 
ling with a Frederick Starke 
ling dress, and there it 
crew to an avalanche of £2,000 in 
free wedding gifts The full ster 
appeared in a fiwe page editorial in 
thig week's “Picture Post 
7 * * 
fk. L. Sheard has been appointed 
sdvertwement representative of The 
Chemist & Druggist and The Expor 
Review of the British Drug and 
Chemical Industries in north-cas 
t ngland 
* * * 
Courtman Davies, manager of 1h 
search and promotion departmeni 
M Guardian and Evening 
ews Ltd., arrived at Liverpool 
Saturday on the s.s. “Media™ at the 
onclusen of a two months’ tour 
{ the United States Mr. Davies 
avelled more than 20,000 miles 
he course of his visits to news 
rs in all the principal American 
including New York, Wash 


from 


Cyril Hammett 


chairman of the 


Labour 
division in Cheshire 


ington, Los Angeles and Denver 
omparing the research 
m methods employed 


and America. 
* * * 


Adrian Berrill, chairman, Central 
News Agency Lid.. of South Africa 
und Kingtons Lid.. of Southern and 
Northern Rhodes ind Ceeil Kerr, 
general manager, gay s farewell 
cocktail party at the Savoy before 

turning to Johannesburg Guests 
included some 1) leading figures 

the Brituwh publishing, verti 
ind paper ides 

Frank Newnes, wishing them 

ll know that they 

work in Africa, a 

s difficuk jumt now 

vf them to come over 

business with us 

done to in 

ss 6Oin——stthesr 


romat 


country 


n months 

ler aware 

le that British 
ind magazines 
large native 
periodicals 


nes wf t vital 


ind American books 
play A new and 
market for books and 
was coming 

7 * * 

Neil McCallum, the suthor, and 
manager of J. G. McCallum & Co 
he Edinburgh “ung agency 

f t n Elizabeth 
s where he has 
Harvard Univer 
world confer 
ticoceono- 
of four 
Britain 
t Old Scottish 


lished = this 


Chairman of the 


Co-op. Press 


Cyril Hammett has be 


Co-oper 


d.. publish 


publicity 

of Shop 

d Workers, a 
At the last 
ctions he stood as 
te for the Kautsford 


candid 


G 
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Art director 
at Gordon 
and Gotch 


R. C. Williams has been appointed 
art director at Gordon & Gotch 
Advertsing Lid. Mr. Willams joins 
the company with a record of much 
practical expernence in America and 
m Continental countries, since 1935 
He will be supported by Bi Mann, 
studio manager, who has done stout 
work for more than 20 years, inter- 
rupted only by a period of overseas 
managemem in Rhodesia The 
Wilhams-Mann team has already 
begun production for the agency 
and new presentations have been 
launched for corsetry and per- 
manent waving 

* * * 

Lord Camrose celebrated his Tird 

birthday on Tuesday 

oo * 

home sales mana- 

Time Lid., 
21 watches, has bee 

pointed export sales manager 
» succeeded by William 4 
Ronald R. Masters has taken 
the newly created post of advertis- 
ing manager He was formerly io 
the publicity department of Kelvin 
& Hughes Lid 


48 years with 
‘The Star’ 


B. C. Taylor, assistant advertise- 
ment manager of The Star, who has 
been associated with the paper for 
48 years, is retiring on Monday. He 
is a familar figure at the Aldwych 
Club His successor is Alan J. 
Webber, who has been responsible 
for financial advertising in The Star 
since 1934 

* * — 

Harry E. Randall, who has resigned 
as sales director of Displayplan 
Lid., 18 joing the board of Brad 
ley, Gale & Co., Lid., on Tuesday 

7 * 

E. O. Nortoa, director and secre- 
tary of the Periodical Proprietors 
Association, is returning from his 
Canadian trip on the Rares of 
Canada due to arrive at Liver- 
pool to-morrow (Friday) Mr. 
Norton has been in Toronto super- 
vising the combined exhibit of 
British trade, technical and 
specialised publications organised 
by the Council of the Trade and 
Technical Press at the Canadian 
International Trade Fair 

* * 

A. G. Jones, former Betro direc- 
tor of research has accepted an 
appomtment with the Calico 
Printers’ Association Lid.. in Man- 
chester to initiate a new 
development department 


A. Jackson H. Randall 


Ws a. & 
: 
s , 
| 570 Cacia 
P ee _ 
. P 
bee 
eo 
s.* e i 
‘ 4 
ee... * 
4 : held 4 
7 the ging direcior 
¢ Gram Ady mg itd. Lond 
a and regronal miroll {f Gran 
- offices m the sterling Peter 
4 Deverall becomes the new mona! n 
i chairman of the ™ Sat G 
ae Advertising lid with 1 Db 
wt Gerrott as managing 4 ¢. Both 
Mr. Deverall and Mr. Garrott have 
had wide caperier he I bas 
a The former h ust arrived from 
a wher h rs div nal 
Fe India, Pakrstan, Burma 
; m, of Grant Adv ne ' 
& h heer d 
- ram’ Ad ng lid. fo j 
ms, and hes been renpon [_———J 
; GEE creative planning : 
. * . < 
G. A. Jackson has been appowied : Pe 
spa par divimon ~ 
& % Lid 
~ tS. Rane. M q 
> he Marcomphon 
a : > 
; ' / ee in 192) cou 
> s M: Kerr told ApVeRTiseR’s 
oe 4 ne Wreaty We believe that the 
ae 4, * South African conor will be 
ii i a much more free in 
“ tm Ther 
‘ j < 3 ee 
a ; ; , ft & 1 
i; ; nied: ig tO 
a 5 b 
Eg 
Se ' 
yaihe 4 
try cee 
a ae H : 
wee 4 } 5 
rey i 
=s%) { 
va ¥ 
a Custom » is ' 
ha, k summer in New York 
ai 
| a 
| Ee) lected : 
| EE: GE tive Press 
‘ as of Reynolds News 
ql he ( perative News. the Scottish ’ 
( o-eperator and other journals. He ' 
7 Tuesday he f th succeeds A. J. Tapping, chairman ) é 
2 Bruwsh Direct Mal Advertising fo he past seven y who has ‘ 
Awociation. Mr. and Mrs. Giflord t d und he ag rule. Mr 
~ J are going to South Africa, where M Hamnett joined the board of the 
= Gitlord he an ount execu Co-operative P 47. For 
—: eg con Advertising. o nany years he 
i. Jo ind s publi : offic for } 
’ 4 tion — wripra ny ! 1 Distributors 
4 Jon Puy Formerly senior position he s 
a cutiy h The W two G > 
po r “ : . ’ A, oan More News About People } 
ie editor of Direct Adve on page 604 
} 
ry ae ; ‘ 
“an y } 
Ps 4 : 7 | 
“4 ‘ ’ 
- . ' 
2 ' , — 4 
is : : 
: = ; e. 
¢ f 
: - “* a } 
- »~ % pe £F A 
—— « 7 , 
| ; : | Bw ty t ’ 
7 e. 
= Alan J. Webber B. « , Ft Ww. A. Mann R. C. Williams — at 
, . : 
on 
p 
: _ F 
ee : ee a ee eee ae. oe. 7 eee eo - Bs  gorias: > S ma mee 
Ee a eee A ” og Oo ae Eo p am re . . ee ee a: P83 a aly 
a te ’ wet ya ae ee ke ; Ve Se ta a eee Ge 
Seep Bret pees) es ee. ai Pee 2% Care| ae Fe RK ae 


June 26, 1952 ADVERTISER'S WEEKLY 


On location at home 


After a hard week in the studio, Production Manager George Mills, who has worked on such popular pictures 


as ‘‘Obsession,’’ ‘*Give Us This Day,’’ *‘ Night and the City,’’ and ‘*The Dark Man,’’ likes to take it easy 
with his family. This domestic picture was taken in their comfortable flat in Lauderdale Mansions, Maida 
Vale. Like many people of their income group, the Mills’s have discriminating tastes, and in most of their 
purchases only the best is good enough. 

The Sunday Pictorial with its average weekly net sale of 5,025,354 covers a tremendous cross-section of Britain 
and goes into the homes of all classes on the best advertising day of the week. Among the Sunday Pictorial 
families, therefore, are many like the Mills’s. Moreover at .71d. per square inch per thousand, the present 


space rate of the Sunday Pictorial is only 10.9°,, above 1939. 


Sunday Pictorial 
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TWO 1T-PAYS-TO-ADVERTISE STORIES 


Publicity sold new line 


—despite 


N industrialist’s tribute to the vital part played by an 
extensive publicity campaign in the successful 
of a new range of women's clothing at a time when textile 
sales were declining sharply is contained im the annual report 


of Ellis & Goldstein Lid. 

The new range, Pastex $2. 4 
ne of coats stumes and dresses 
‘esigned for women of 5 ft 2 in 

nd under, was introduced at the 


“ginning of the year Io launch 


new wry c w company em 
harked on a ttensive advertising 
campaign handled t ir agents 
the J. Walt Thompe: n Co 
Lid 

The chairmars Samuel Gold 
stein, states Ihe whole venture 
has met with great success, and 
udu tive res inves have 

engaged since January 

spring goods 

Our wder book for the 

tumnn season is at present being 
t din a manner which enables 


esume planning for that 

dy increase in Output which 

of se, essential to the 
growth of our business 

Fatensive publicity has proved 

| to the success of the 
Fasten $2 operation.” 


Phone directory 


revenue source 


Nearly half of the total cost of 
£'.000 for producing four local 
ephone directories in north 
west London, in areas where they 


were kely to be of special con 

vethience to subscribers, was met 

advertisements, said the assis 

i Post ster -Creneral Mr 

Dravid Cra ns, im the Com 
ns ast Week 

Rk ald = Russ (Cons) said 

’ firectory published by 

priva c prise in Wembicy 

‘ d far more advertisements 

than corresponding official local 

{ es in the neighbouring 


16,500 facts for 
retail chemists 
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recession 


Press campaigns 
pull tourists 


The value of press advertising 
by resorts as a means of attract 
ing more visitors has proved itself This 23 
beyond all doubt So Stated 
Lyster Robinson, of the Jersey 
lourssm Committee, speaking at 
the summer meeting of the Asso 
caution of Health and Pleasure 
Resorts at St. Heher last week 

Referring to the drive to attract The church is shy of pubili- 
tS. tourists to this country, Mr city.” the Rev. Marcus Morris, 
Robinson pointed out that there ¢Mitor of Eagle and of Girl, told 
was @ vigorous “See America * discussion group in Plymouth 
burst movement which was There was not a _— single 
anxious that Americans should Christian magazine on thé book 
spend their holidays in the United = Stalls that was read by the man 
States. This was backed by ex in the street he said 
tensive advertising and publicity There was a good deal of talk 
campaigns about the influence of children’s 

By comparison, he said magazines. He believed that only 
Europe's expenditure on publi those imported from America 
city was very small. If advertising could have a harmful! effect 
and aggressive selling methods In his own two “comics” he 


could persuade Americans to buy tried to give children better 
new automobiles, houses, tele guality, to avoid race prejudice 
vision sets and washing machines, and social snobbishness, to give 


it seemed they might be equally them things to make and do at 
effective m_ selling tours to home, and—most important—to 
Furope put over positive ( ‘hr stian values 


Misleading ad—Huddersfield 
furnishers fined £30 


Because mattresses which they snmt away for analysis. The ad 


offered for sale were not of the vertisement claimed that the mat 
standard advertised, the Ribble tresses contained 75 per cent hair 
( abinet Co Ltd Chorley nd animal fibre, but the animal 
. bre so +7 per ce 3 
Lancashire, trading as The ! sad ; <i p ent 
Per c { Show if s ~ . 
Wharfe Cabinet Company, Cross ‘ 7 “ “ pecine 


amount—and there was no hair 
Church Street, Huddersfield, were ihe 


: remainder of the filling was 
fined a total of £4, with SO 


coconut fibre, a substance which 


guineas costs, at Huddersfield disintegrated fairly rapidly into 
asl week dust 

They pleaded guilty to three Mr. T. P. Cliffe, for the firm 
summonses, one for applying a = said the advertisement was in 
false trade description, and two) «urted by the local manager and 


tor selling goods to which a false was some little time later when 
aseription had been applied the directors became aware that 

The proceedings were brought was wrong 

the Retail Trading-Standards They made a mistake in not 
Association disclaiming it. but in their favour 

Mr T. M. Eastham said that t could be said that t follow 
ite an advertisement headed ng week, before any letter of 
Wharte Cabinet Company” had = warning was received, they pub 
ippeared in a local paper offer shed another advertisement giv 


e for sale a number of mat ng an amended desc 
tresses, two were purchased and = mattresses 


sion of the 


June 26, 1952 


ft. long poster for Macfarlane’s jam is displayed in Sauchiehall 
Street, Glasgow lt was hand painted on the site 
_Turner ! Ad 


Agents are Auger & 


(Glasgow) 


QUALITY COMICS THE AIM 


* Eagle’ editor 


‘Picture Post’ four 


. . *,* 

reigns exhibition 

A Picture Post library exhibition 
“England Under Four Queens 
opened at the galleries of the 
National Book League last Thurs 
day for a fortnight. Four hundred 
exhibits include photographs, etch 
ings. engravings and sketches of out 
standing events during the four 
reigns 


New art studio 


A new art studio in the West End 
is Outhne Studios Lid., an associate 
company of Rathbone Publicity 
Ltd.. both concerns being controlled 
by Nigel A. Rainbow 

At present the studio is engaged 
mM preparing advertising and design 
ing catalogues for a number of ex 
hibitors in the International Machine 
Tool Exhibition to be held at 
Olympia in September 

Art direction is under R. W 
Iiston and technical design under 
K. Slade 


° * 
Tie-up with film 
Tie-up in connection with the 
first show: ng of the 20th Century 
Fox film “Kangaroo” in London 
this week were special window 
displays of iesens Polytechnic 
Touring Association, and Auto 
cheques of Regent Street A 
colourful display unit. including a 
large map of Australia and B.O.A.¢ 
Interature, advertised the Kangaroo 
ur route by B.O.AC ind Quantas 
. 
Town guide to pay for 
. . 
information bureau 
Advertisement rates for Exmouth 
town guide are to be raised to help 
pay for the running of an informa- 


tion bureau New full page rate 
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The world is full of drinkers. And all of them are our cup 
of tea. 

Some are temperate men: tca-tipplers, coffee-quaffers and 
the like. To their notice we bring the merits of several 
famous blends. 

Others are ale-drinkers and pint-sinkers ; mild men and 
mild-and-bitter men; egg-flippers and cocktail-sippers. To 
them we have a headier tale to tell, of strong ale, smooth 
stout and of fine wine cocktails. 

To all who ever tinkled a teacup or lifted an elbow we speak 
in their own language. That, we think, is sound advertising. 


» EVERETTS-a yond age 
by all accounts ie 


EVERETTS are responsible for advertising 
Accurist Watches 

Bob Martin Products 

Boots Pure Drug Co. Ltd. 

Nanonal & Medica! Press) 

Browns of Chester Ltd 

Cable Makers’ Association 

Chubb Safes & Locks 

Ciro Pearls 

Civil Defence (C.0.I 


EVERETTS ADVERTISING 


Dorville Suits & Dresses 
Duresco Paints 

The Economist 

Ferrant: Radio & Television 
General Services (London) Ltd. 
John G. Hardy Lid 

“Tweeds & Worsteds) 

Iiford Films 


Imperial Chemical Industries Ltd. 


Metals & Fertilisers 


LIMITED - 


10 HERTFORD 


Kardomah Coffees & Teas 

Lilley & Skinner Shoes 

Li-Le (P. B. Cow Lid 

Maldano (Gale Lister & Co. Ltd.) 
Mann's Beers 

Martns Cigarettes 

National Insttute for the Blind 
Newmark Watches 

Revelation Suitcases 

Robrez (J. & J. Colman 


STREET 


LONDON 


Ruthmans Cigarettes 

George Rowney & Co. Lid 
Sundour Fabrics 

The British Drug Houses Led. 
William Hollins & Co. Lad 
“Clydella 


(Viyella’, ‘Dayelis’, 
Vono Lad 
Whitaker's Almanack 


Youthlines (W. B. Corsets) 
Zanc Development Association 


* GROSVENOR 3477 
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Candidates for the 
ducking stool 


are too many Jeremiahs about to-day—prophets of 
woe who babble about the wrath to come Just because 
selling comes harder than it did, they declare that we are 
on the eve of a slump a real inter-war type slump 
These Jeremiahs are a menace. They are doing their best to 
bring about the disaster they portend. They deserve the ducking 
stool by which medieval scolds were disciplined. 
How refreshing it is, by contrast, to read the measured words 


HERI 


of a man who has every right to speak with authority—John 
Rogers, chairman of Imperial Chemical Industries, 
Mr. Rogers is no wishful thinker. He recognises facts. This 


year, he told shareholders at the LC.1. annual meeting, has 
brought new problems to some industries, especially the textile 
industries, which a year ago were having difficulty in finding enough 
materials and labour to cope with an excessive demand, but which 
to-day are unable to find adequate markets either at home or 
overseas for their output 

But, he added, “It is difficult to interpret these signs as fore- 
shadowing a general depression.” 

What is actually happening? 

Fundamentally, of course, the economic future of this country 
depends on international factors. Of the perils inherent in the 
balance of payments problem we are well aware. We must rely on 
courageous statesmanship to avert them. 

In the domestic field, purchasing power has not risen in pro- 
portion either to the price level or to the availability of goods. 
Heavy purchases made in anticipation of a continued rise in 
prices have temporarily, but only temporarily, satiated some 
Restriction of imports by some overseas countries is 
throwing “frustrated exports’ on to the home market. Supply, 
over a wide range of consumer products, has overtaken demand. 

This trend, if it does not go too far, may cause concern but is 
not wholly a bad thing. If inflation is to be curbed, as it must be, 
Already some prices are falling. There must be a 
readjustment. Competition is stimulated, and so, 
Appropriations tend to be increased 
because more effort must be put into the selling drive. Advertising 
has more punch in tt than it had 

The task of Government and industry is to see that the trend is 
kept within bounds. This can be done, but only if we in business 
and that includes the advertising business—apply enterprise and 
initiative and refuse to be panicked by gutless defeatists. 


markets 


it is inevitable 
process of 


consequentiy aver tising 
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To-morrow’s . Topics 


EPL will not mean 
bigger ad. spending 


HE belief that the new 

Excess Profits Levy might, 
as did the former Excess Profits 
Tax, encourage extravagant 
expenditure on advertising and 
sales promotion is without 
foundation. 

In computing business expenses 
for E.P.1. purposes, all expendi- 
ture exclusively to promote the 
interests of a business was allow- 
able. The question of whether it 
was necessary or not did not 
arise 

This will not be the case with 
E.P.L. In the Ninth Schedule to 
the Finance Bill, which contains 
modifications of tax rules for 
computation of profits for E.P.L 
purposes, it is stated 

“No deduction shall be 
allowed in respect of expenses 
in excess of the amount which 
is reasonable and necessary, 
having regard to the require- 
ments of the trade or business.” 

If a dispute should arise as to 
what is “reasonable and neces- 
sary.” the last word wil! rest with 


the Commissioners of Inland 
Revenue 
— — —_ 


The proposals made by Abram 
Games at the Brighton Confer 
ence to improve training of com 
fallen 
on empty air They are being 
siudied by interested parties to 
discover how best they can be 


mercial artists have nat 


unplemented Larly develop 
ments are hoped for 
el _- el 


Best-ever BIF is 
forecast for 1953 


i} UMOURS thar further 

economy cuts in future 
British Industries Fairs are ex- 
pected to be ordered shortly are, 


to some extent, 


discounted by 


Neville Shepherd, deputy chief 
information officer, Board of 
Trad 


Every year the financial posi- 
tion is reviewed by a number of 
committees. In recent years the 
Ireasury has pressed for never 
welcome economies 

Exhibitors often complain of 
high prices, particularly in Lon- 
don, where the cost is now 6s. 6d 
per square foot compared with 


Ss. 6d. in Birmingham. Mr. 
Shepherd says they tend to forget 
the contributions made by the 
Government towards the cost of 
publicity, for example 

Plans are now being made for 
next year's BIF. to be held 
April 27—-May 8 

There is every reason to believe 
that the Coronation Year B.LF. 
will be among the best trade fairs 
ever held in this country 

That is Mr. Shepherd's firm 
belief, and the determination of 
everyone concerned 


The National Union of Retail 
Confectioners is to urge manu- 
fecturers of sweets and choco- 
lates to advertise their goods, 
particularly those with least popu- 
lar appeal, in local newspapers, 
es well as the national press. This 
follows an experience at Ply- 
mouth where a hard-to-sell line 
was sold out within a week of 
the appearance of local adver- 
ising 


Precedent for poster 
site assessments 


HE decision of the Lands 
Tribunal in the Mills & 
Rockleys’ appeal against the 


assessments of some of their ad- 
vertising stations at Yarmouth 
and Gorleston may well provide 
» precedent to be followed when 
Section 56 of the Local Govern- 
ment Act, 1948, comes to be ap- 
plied, and there is a general re- 
valuation of all advertising here- 
ditaments 

The effect of this Section will 
be to make any ordinary adver- 
tising station appear in the valua- 
tion list as a separate heredita- 
ment, and what this will entail 
can only be a matter for surmise. 
lu the meantime the Commis- 
sioners of Inland Revenue have 


taken over re-valuation on a 
piece-meal basis 
According to the Lands 


Tribunal ruling in the Mills & 
Rockleys case they will probably 
make their new assessments on 
the “characteristics of a particu- 
lar section, its situation as regards 
traffic and shopping areas, and 
the degree of visibility afforded.” 

Meanwhile, it is satisfactory to 
record that Mills & Rockleys were 
able to secure a reduction in their 


assessments 
anna Tame 
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IN THE HATTON GARDEN WORKSHOP of a scientific instrument 
maker, in 1895, strange new pictures were thrown on a 

magic lantern screen—pictures that moved. 

What may have seemed merely an intriguing novelty to the 
admiring witnesses was, in fact, the first commercially 
practicable film projector to be made in this 

country—the Theatrograph. Its inventor was 

Robert W. Paul, one of the purposeful men who 

made the 1890's a period of promise unique in our history. 


Another was Albert E. Reed, who that same year began to 
make super-calendered newsprint and other printing 


Pioneers in modern paper technology 


papers at Tovil, near Maidstone, having converted 


an almost derelict straw mill acquired the previous year. 
Expanding his paper-making business with the 
energy and enterprise so typical of the times, he founded 
one of the largest paper-making organisations in the 

2 a 


world. For to-day the four mills of the Reed Paper Group, 
° 


9 


with its unrivalled technical experience and resources, 
produce more than a quarter of a million tons of 
paper a year—newsprint, printings, Reed's famous 


sip nsiaget ent cies fe NAA Aylesford Kraft and other kinds of wrapping papers. 


THE LON DOS PAPER MILLS CO. LTD 
THE MEDWAY CORRUGATED PAPERS LTD MEDWAY PAPER SACKS LTD 
BROOKGATE INDUSTRIF® LTE THE NATIONAL CORRUGATED PAPER CO. LTD 


REED FLONGLTD © REED PAPER SaLESLTD Head Office: roy Piccadilly London W.r 


POWELL, LANE MANUFACTURING CO. LTD E.R. FREEMAN & WESCOTT LTD 
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These Three Newspapers 
REACH MOST OF 
SCOTLAND’S 
WORTH-WHILE 
MARKETS 


THE 
SCOTSMAN 


(THE SCOTSMAN maintains a 
consistent circulation throughout 
Scotland’s middle and upper 
classes. It is without doubt the 
most far-reaching morning news- 
paper in which to advertise to the 
country’s influential business and 


social communities. 


WEEKLY 
SCOTSMAN 


THE family readership of the 
WEEKLY SCOTSMAN is an advantage 
to advertisers aiming to introduce their 
products into town and country house- 
holds. This popular weekly can take 


your message to people who matter to 
you in Scotland. 


EVENING 
DISPATCH 


‘THE news and feature services of the 
EVENING DISPATCH appeal to all 
age groups and classes in the south- 
east of Scotland. There is news value 
to these readers in the claims of house- 
hold and family commodities advertised 


in this newspaper. 


North Bridge, EDINBURGH ~ 63 Fleet Street, LONDON, E.C.4 


33 Gordon Street, GLASGOW 
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CAMPAIGN PLANNING 


‘Call in the creative department at 


preliminary planning stage’ 


OW much say should the 
creative department of an 
advertising agency have in 
campaign planning 
The quality of creative work 
decides the success of an adver- 
tising campaign, but however 
good a campaign may be from 
a visual or copy aspect, if it Is 
aimed at the wrong audience, 
at the wrong time and in the 
wrong place, it will fail 
In the planning structure of an 
agency, the creative men are cer 
tainly not the only men who 
matter, yet the quality of their 
thinking undoubtedly permeates 
outward to influence the attitude 
of mind of other executives en- 
gaged on a campaign. For that 


season {t is essential that the 
creative function should be 
strongly reoresented at director 
level 


This is no criticism of account 
executives, research men, market 
ing experts or any of the admin 
istrative or “scientific” 
engaged in advertising Kt is 
merely an affirmation of the view 
that the principle function of an 
advertising agency js the creation 
and communication of ideas to 
bring about a desired reaction 
If this is accepted, it is reasonable 
to believe that the policy and 
“tone” of an effective agency 
should be influenced at board 
room level by men who have the 
ultimate responsrbility of produc- 
ing the creative ideas which will 
sell the client’s goods or services 

At what stage, then, should the 
creative people be called in to 
help plan a campaign” 

They themselves will probably 
tel! you that they should be at al! 
conferences, both internal and 
with the client, which are con- 
cerned with the campaign they 
are working on This demand 
implies a lack of confidence in 
the contact staff of the agency 
The account executive has the 
job of seeking information from 
the client and interpreting it to 
the creative people in terms of a 
problem to be solved. If creative 
people are to attend every meet- 
ing there seems to be no justifica- 
tion for retaining highly paid 
contact staff. Furthermore, copy- 
writers and visualisers are em- 


ployed to write or design adver- 
tisements. Any time which they 
spend at client conferences dis- 
cussing matters other than those 
with which they are immediately 
concerned is therefore unproduc- 
tive and an unnecessary charge 
against the agency's overheads. 


Client 
contact 
There are times, obviously, 


when client contact is necessary 
Copywriters and visualisers may 
want to find facts for themselves 
about the client's product, how it 
is produced, tested, packed, 
served, sold over the counter. .., 
There ts a good argument in 
favour of having creative people 
at some cliem conferences. The 
personality of the individuals 
must, however, be considered 
Many excellent copywriters and 
visualisers are lost at conferences 
because they are not sufficiently 
articulate, except in their own 
medium. Furthermore, they are 
often strongly influenced by the 
chent An enthusiastic § sales 
manager can sometimes sell an 
idea to a not very expenenced 
creative man which a contact man 
could see to be influenced by the 
firm's internal problems. It can 
operate against the interests of 
the campaign being planned -f 
creative men in the agency have 
too close and frequent contact 
with the day to day activities of 
the client. After all, the greatest 
service which an advertising 
agency can give to its client ts 
ite objective view of his prob- 
lems. If the creative staff is in- 
undated with the domestic policy 
ot the client objectivity is, of 
course, lost. It is here that the 
account e¢xXeculive or account 
director comes into his own. He 
i; the filter rejecting the irrele- 
vancies, passing on to the agency 
only points which will help in 
creating the campaign 

So, the first step in campaign 


—says E. G. WALKER, a director of Rumble, 
Crowther & Nicholas Ltd., in an interview. 


planning is a meeting with the 
chent attended on the agency side 
by the account director and his 
account executive. This is in the 
nature of an exploratory discus- 
sion and from it the contact 
people will be able to assess the 
nature and order of the contribu- 
tions which will be required from 
the agency. It is at the next stage 
that the creative function comes 
in. A planning meeting is held at 
the agency, attended by the 
account director and his account 
executive, the media director, the 
research manager, the creative 
director, and his copy chief and 
studio manager. Copywriters and 
visualisers who are actually to 
work on the account will also 
sit in. At this planning mecting 
the account director runs over the 
problem and tells the agency how 
much money is available for solv 
ing it. Questions are asked and 
if necessary research is instituted 
to get additional information 
The meeting examines the broad 
problems and defines general 
objectives. Details of marketing, 
;competition, etc. are given 
After this meeting creative 
people may want to go to the 
client's factory in order to get 
more details of the product, and 
find out selling points, its advan- 
tages, and even its weaknesses 
Information derived from these 
visits as well as from research 
and other sources is essential to 
the creative departments in pre- 
paring preliminary visuals and 
copy Consultation with the 
media department is necessary so 
that the spaces bought are not only 
directed at the right market but 
are also of a size and frequency 
which will enable the advertising 
idea to be fully effective. Next, 
4 creative meeting is arranged at 
which visuals and copy approach 
are discussed The final cam- 
paign emerges in rough form 
The agency's recommendations 
in the form of marketing report, 
layout, copy and schedules are 


then submitted to the client. It 
is often useful to have senior 
creative men of the agency pre- 
sent at such a meeting since it is 
their department which has inter- 
preted the client's policy crea- 
tively Both the copy and art 
department heads should he 
available to explain why they 
have done what they have done 
and to answer client's questions. 

Once the overall advertising 
policy and style of presentation 
for a campaign have been agreed 
it should be left to the account 
director or executive to interpret 
the client to the agency and vice- 
versa, Only if there is a funda- 
mental change of appeal should 
creative people be called in .o 
chent conferences again. 


Constructive 
approach 


The creative function, it will 
be seen, should be in at the pre- 
liminary stages of campaign plan- 
ning. The constructive approach 
of the creative men should >e 
allowed to influence other mem- 
bers of the agency team. The 
crealive team should be given 
the opportunity to find out all 
the information it needs to do its 
task Its senior representatives 
should be able. when desirable, 
‘o attend client conferences when 
a new creative approach is under 
discussion. But it is remarkable 
how often this latter is quite un- 
necessary. Account executives in 
the main are by no means us 
foolish or as timid as some crea- 
tve men seem to think. There is 
no reason to believe that the crea- 
tive departments, any more than 
any other department, should 
completely dominate the planning 
of a campaign. On the other 
hand it is folly to expect creative 
departments to produce good ad- 
vertising if they are not fully 
brought into the picture at the 
earliest stages of the planning. 
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CAMPAIGN PLANNING 


Merchandising programme must 
be part of the campaign plan 


By T. K, ROBERTSON, 


until recently Merchandising Executive, Picture Post. 


TIYHE nearer a manufacturer s 
promotional efforts can be 
projected to the actual point of 
where the consumers 
money changes hands, the 
greater will be the return for 
his advertising expenditure. It 
is essential therefore that the 
merchandising aspect be taken 
into consideration right from 
the beginning of sales cam 
paign planning. It ts not good 
enough merely to produce 
intensive advertising, the sales 
message must be wedded to the 
merchandising aids at the retail 
outlet. It is in planning this 
link that the advertiser meets 
the stickiest of wet wickets 
the British retailer 
lt ws an unpalatable 


sale 


fact that 
retailers have 
conception of = the 
of hard sales, of 
vigorous merchandising Advice 
on how they can better promote 
sales, 20 matter how well mean 
ing s automat 
with considerable 

When it is 
the gencral 
hip ava 


with few caceptions 
ttle of 


value in terms 


received 
caution 

remembered 
standard of 
able to-day ts extremely 
this attitude on the part of 
formidable 


that 
saicsman 


retatier ss A 


t the manufacturer 
exactly what the anms 
of hus merchandising 

motion are to be Accepting 
aim ow to n 
is also intended to 

Increase the quantity of 
chs held at 


, 


the ultimate 
r Sales 
point of sale 
Gain nereased selling 
support from 
stockists 

4 Expand distribution ’ 
an existing retail field and in 
new fields 

4 Test market potential 
either in a limited area or on a 
national scale 

a. < 2 
ducts 

6 Hold existing 


falling market 
7 


eXisting retail 


CoM pet ive 
sales 
Promote new uses for an 

established product 

Whatever the aims decided 
upon obviously these w va 
with different products and 
cumstances they should 
classified in order of importa 
and subsequem efforts a! 
acoordingly 

In planning methods of a 
ing these aims it is importa 


Mated 


bear in mind that merchandising 
aids reach the consumer via the 
retailer without whose co-opera 
tron little will be achieved. The 
retailer must, therefore, be per 
suaded, in a tactful way. He can 
be reached in a number of ways 

1. Direct mail 

2. The sales force 

3. Trade associations 

4. Trade press advertising 
S. Trade press editorial pub- 
heity 

Where the product has war 
ranted news value, publicity .n 
the national press may also be 
useful 

Ideally, all such channels 
should be used in order to ensure 
sustained trade promotion 
throughout the “stock at point of 
sale” selling period which should 
precede the breaking of the con- 
sumer advertising campaign. 

A brochure to be distributed by 
the sales force or by direct mail 
ing in which plans to be set in 
motion are outlined is, by now, 
virtually common practice. Such 
a brochure should give precise 
details of 

1. The product's sales appea! 

2. The best means of selling 
it to the consumer. 

3. Its place in the economic 
ind profitable trading of the 
retailer, 

4. An unembellished outline 
of the advertising backing the 
retailer can expect 

S The merchandising 
materials and services and the 
date when these will be made 
available This date should 
allow adequate time for the 
retailer to arrange displays 
before the advertising campaign 
breaks 
The same kind of information 

should, clearly, be put into trade 
press advertising. 


Space must be 


won on merit 


Retailers are inundated with 
hand-outs of display materials 
Window and counter space has to 

won on merit. Before deciding 

the point of sale aids to be 

»vided the manufacturer should 
herefore consider whether it will 

1y to attempt to cover alt his 

tail outlets; or whether he 
hould select those outlets most 
ikely to give display, produce 
rereased sales and enhance the 
consumer acceptance of his pro- 


duct. Upon this decision will rest 
the amount of money per outlet 
available for the production of 
display clements and hence their 
range and quality 

When deciding upon the actual 
design of the display materials, 
the exact function of cach unit 
must be kept in mind. This will 
govern size, layout and possibly 
colour. If a place on the counter 
is the aim then generally a 
smaller unit is preferable to that 
intended for the window. Display 
material must be recognisable 
from a distance and therefore not 
cluttered up with “fancy” type 
feces or lettering which may ex- 
cite the designer but leave the 
consumer unenlightened 

The consumer should be 
familiar with your product as a 
result of the advertising. It ‘s, 
therefore, advisable to incorpor- 
ate and or adapt advertising 
copy to the point of sale aids. 
Customers will probably do little 
more than glance at a display 
unit. So the sales message must 
be conveyed quickly and clearly. 

Although there are basic con- 
siderations common to 
cessful merchandising 
consumer products, it 1s generally 
fetal to decide upon a rigid 
recipe and pursue it inflexibly to 
the bitter end 

A product is always merchan- 
dised through a varied collection 
of retail outlets. A blanket plan 
and range of sales aids which 
attempts equally to satisfy the 
requirements of the small inde- 
pendent general store, the inde- 
pendent shop. the multiple 
branch, the chain group, depart- 
ment store, and perhaps self- 
service. is bound to fal! short of 
optimum requirement in either 
one or all cases, and yet such 
methods are adopted so often. 

During the post-war period 
management has got away with 
blanket methods of promotion 
which, if continued in the pre- 
sent competitive conditions, will 
certainly let them down 

Advertising copy has long been 
written with an eve to the product 
and to the prospects. The selec- 
tion of media is made on much 
the same basis. But this point 
1s frequently overlooked when 
the design and production of dis- 
play materials is set in motion. 
A more expensive process is hard 
to imagine, for the “real” cost 
of point of sale material is not 
the sum set against the quantity 
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ordered, but the same sum set 
against the quantity which is 
finally put to its proper use in the 
retail outlet 

Is a showcard suitable for a 
smal! suburban shop likely to be 
equally suited to a department 
store or a self-service shop? Ap- 
parently many manufacturers 
think so. Later they wonder why 
showings and results are incon- 
sistent, disappointing, and ex- 
pensive. To-day a growing list of 
consumer products are marketed 
m more than one retail field. The 
chemist, the grocer and the iron- 
monger, are all being supplied 
with the same merchandising 
coverage. And yet the peculiari- 
ties of these retail fields are poles 
apart. 

The chemist is a professional! 
man supplying not only merchan- 
dise but skilled service to the 
consumer. Without choice, his 
range of stock, often consider- 
ably affected by purchase tax, is 
extensive and, overall, slow- 
moving. The reaction of his 
customer upon entering his estab- 
lishment is “diffident™ when com- 
pared to the same customer's 
entering a grocer’s shop 


Customers 


can select 


The grocer is confronted with 
customers confident of their 
ability to select. He is interested 
primarily in quick turnover. He 
knows that his highest margin 
comes from contracted stock of 
quick-moving branded products. 

Again, the ironmonger comes 
back nearer to the chemist for the 
customer will seek his advice on 
some technical products with 
which they are not so adequately 
acquainted 

Yet, despite these divergencies 
the same merchandising methods 
are pursued: The traveller is 
briefed and sells his wares in the 
same Way, using the same argu- 
ments. It is in such cases that a 
more adequate briefing, not only 
of the sales force, but of the 
retailer's sales assistant is needed 
if the merchandising promotion is 
to reap full benefit. The inclu- 
sion of the shop's sales assistant 
18 a Most important factor which, 
to date, has been sadly neglected. 
There is no denying that a con- 
siderable amount of advertising 
influence is diverted at the counter 
by the sales assistant who prefers, 
for various reasons, to push an 
alternative brand name to that 
which the customer has in mind 
as a result of advertising. Here 
then, is the classic case where ad- 
vertising and merchandising 
should be wed together to com- 
plete the promotion cycle 

The department store can also 
play an important part in a sales 
campaign. Generally, such stores 
have commanding positions in 
busy shopping areas and window 
display facilities superior to those 
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ADVERTISER'S WEEKLY 


There's CONFIDENCE 
in The Sphere! 


WHEREVER INFLUENTIAL people meet—men 
and women alike—you will find THE SPHERE. 


In well-to-do homes in Britain and in many 
parts of the world. In Board rooms and in 
the libraries of the Societies. In hotels and 


clubs; messes and wardrooms; aboard 
ships sailing the seven seas and aloft with 
the world’s air lines. THE SPHERE is indis- 
pensable, not only for its graphic reporting 
of home news and world affairs, for the 
History recorded in its pages, but because 
THE SPHERE, unlike any other illustrated 
newspaper, keeps readers in touch, week 


by week, with industrial and commercial 
development at home and in the Common- 
wealth. For over half a century THE SPHERE 
has followed this editorial policy; today it 
is respected, trusted and enjoys the 
complete confidence of its readers. 

Advertising in this great publication, 
alongside editorial so well regarded, is of 
inestimable prestige and institutional 
significance. THE SPHERE has shown on 
innumerable occasions that it can sell 
good merchandise in Britain and secure 
enquiries for it from all parts of the world. 


FRANK DUNN, ADVERTISEMENT MANAGER, INGRAM HOUSE, 195 STRAND, LONDON, W.C.8 
(TEMPLE BAR 5444), MANCHESTER: 55, MARKET STREET (MANCHESTER, BLACKFRIARS 46109) 


a es $79 a a 
a page 
‘a pan ot 
S, = z al 
a | Fi. = 
‘ yy, cf 4 \ Fi bts oe 
“4 i\ eo a} | ee 
i | . 1 \\ { ee ae 
fas - , . | Be 
‘ ia | ite a 
id “Vanier, 28 i 
‘ ¢ — 94 La a 
\ A Se Al Ap a 
; . pa \\ v, be ke 
» \m an . 
wf oo a, - Be 
SEK ea see a RIE RRL ee ie ee | wy an 
) i 
iam. 
a 
1 hal 
+i. a 
:o ee | “al 7 
{ " = sis, 7 oe vf ce 
} 
q 4 ; 
he —————— rs 
——— , = 
a ees ee : ie aa: | & . ? ae ee 


LOOK AT THIS SALES RECORD! 
. DEC. 1949 286,117 


JUNE 1950 335,900 
DEC. 1950 380,593 


JUNE 1951 413,419 
DEC. 1951 439,044 
and now 500,000 + 
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ALF-MILLION! 


In recent years the influence of TIT-BITS on family 


| xg 
ide me 


purchasing power has been demonstrated again 
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AT £160 A PAGE (ONLY 6/5d PER THOUSAND) 
TIT-BITS is economical and productive, going right to the 


heart of the mass market. The earliest possible notice 


of your autumn requirements would be appreciated. 
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ADVERTISER'S WEEKLY 


Holmes visits publisher 


Who publishes a packaging and freight transport journal 
for industry, Watson? And packs it full of articles and information 
on these subjects? Let us leave my Commodious apartments 
for 4 moment and go to 29 Baker Street. There | am sure we 

shall discover the answer ... 


Founded and edited by 
A. LESLEY WHITAKER, F ALES. 


PACKE oA SYUIPPER 


per annum  2om 
Publishers EMPIRE INFORMAT 
Telephone 


a 


ON (LONDON) LTD, 29 Baker Sereet, London, W.! 
Welbeck 6825 Telegrams Pocship, Wesde, London Cables Pacship, London 


Smith and Brown 


both ran a studio im town. 


But profits showed 


a marked decline 


When 


they tred colour work in line. 


Though patiently they slogged away, 


They took too long to make it pay 

When, just before they fell from grace, 

They started using Kodatrace, 

Which, after all, is commonsense — 

For saving labour and expense. 

And now they've Kodatrace to thank 
for lots of money in the bank. 


A KODAK PRODUCT 


Kodatrace ;: 


THE MODERN TRA 


Supplied 9 WO” end 0” widths im rolls of 2 ots end holf rolls of 10 yerda. 


0.0. Storm 


LONDON, W.C2. 


Sole Distribur 


CRAVEN HOUSE, 121 KINGSWAY, Tel: WHOL. 6086 
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CAMPAIGN PLANNING 


Sound strategy will 
determine tactics 


is like planning a military 


Planning an advertising campaign 

operation. The planner, having his objective clearly defined 

and his resources determined by the size of the appropriation, 

must estimate the opposition and decide on strategy. This 

is the first step, for once strategy is decided, the nature of 
tactics will follow as a logical sequel. 


DVERTISING is a war— 
4 war against competition, 
consumer resistance, consumer 
ignorance. Planning an adver- 
using campaign is_ therefore 


very much like planning a 
military campaign. 

recognised principles of 
strategy apply to each with 


equal force. The fundamental 
approach should be identical. 

Experienced campaign plan- 
ners know this They have 
proved its truth. To state it may 
seem to them to be stating the 
obvious. But this article is not 
intended to teach our advertising 
grandmothers (if they will 
pardon the flippancy) to suck 
eggs. it is for the novice cam- 
paign planners, the up-and-com- 
ing Men and women in advertis- 
ing agencies and advertising de- 
partments, who may know quite 
a lot about media or copywriting 
or visualising or print produc- 
tion, but who tend to be budding 
specialists, and no more than 
that 

To vary the military analogy. 
they may be competent instru- 
mentalists, but unable to compose 
a symphony or to conduct an 
orchestra. Yet the complete ad- 
vertising man must be composer 
and conductor as well as master 


of at least one instrument. He 
must have learned that the 
specialists in advertising, being 


rut units in the advertising army, 
cannot be sent into action with a 
hope of winming battles unless 
their orders are related and sub- 
ordinated to a master plan, the 
nature of which will determine 
the nature of these orders. He 
must, realising that the master 
plan is all important, be able to 
think in terms of strategy. He 
must be strategist first and 
tactician afterwards 


Technical competence 
but no strategy 


Let me explain by an example 
what I mean 

Not long ago the LILP.A. 
conducted a week-end course for 
young agency people—junior 
account exXeculives, copywriters, 
visualisers, space buyers, juniors 
in production departments. They 
were asked to plan a second-year 
compaign for an imaginary pro- 


duct. Hardly any of them knew 
how to begin 

Their presentation of their 
schemes showed a high standard 
of technical competence. They 
were good instrumentalists, or, if 
ou like, good platoon officers 

ul it was hard to espy any- 
where the rudiments of a con- 
ductor’s—or a Field Marshal’s— 
baton. 

Instead of saying right away, 
“This is our given task. These 
are our resources, these our in- 
telligence reports. What shall be 
our strategy’” they started to talk 
about the means—copy, artwork, 


media. They put the cart before 
the horse 
Plan first—then 

assign force 

At the end the instructors put 
on a demonstration. And what 
a contrast! A bold, imaginative, 


logical plan—-then an assignment 
of resources to its requirements 

This, surely, should be the way 
to tackle the planning of an ad- 
vertising, or any other, campaiga 
The planner should, | suggest, 
put himself in the position of « 
general given a task to perform 
by his Commander-in-Chief—in 
the case of an advertising agency, 


the client. What does he do? 
He marshals, in his mind or on 
Paper, an appreciation of his 
problem, under these three 
heads 

Objective To destroy the 


enemy forces or to capture a 
position. 

Resources. Strength of his own 
forces, supplies, ammunition, 
Opposition What his intelli- 

gence reports tell him about 

the strength and dispositions of 

the enemy 

He then decides, in the light of 
all the facts and his estimate of 
probable developments, how he 
can best use his resources to gain 
his objective He may attack 
ou a broad front or a narrow one. 
He may attempt a flanking move- 
ment. He may only commit 
some of his forces and keep the 
rest in reserve. He may stake all 
on one calculated risk. Then, hav- 
ing decided his strategy, he pro- 


ceeds to the detail of tactics. 


Translate this into advertising 
terms, and what have we? 
Objective. To increase sales of 

a product or service, cither 


on 
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INDUSTRIAL ADVERTISING 


must reach Top Management 


because 1. The purchase of industrial plant and equipment entails capital expenditure. 


2. Decisions to spend capital rest exclusively with Top Management, 


INDUSTRIAL ADVERTISING 


i goes into The Financtal Times 


y, because I, THE FINANCIAL TIMES, retaining its position as the most complete 
Tk daily source of information for all concerned with capital investment, has since 
the war given increasing emphasis to general industrial and commercial news 
- and views. 


2. The value of THE FINANCIAL TIMES to industrial advertisers is a 


consequence of its expanding usefulness to Top Management as a daily refresher 


“ on business background, 


is 3. The volume of industrial advertising in the paper has grown as the reader- 


a ship among directors and high executives has grown. 


It ts the readership of 
THE FINANCIAL TIMES 


which brings results to the Industrial Advertiser 
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Reminder 


} very 


publication is described 


the highest 


Advertivement Manager 
(eonce Bult oce 


for busy Space Buyers 


Advertising Agent knows that for the many 
periodicals without Mass Circulations it pays to use 
the LEADING publication in any particular field. A 


as LEADING when its 


circulation as well as its standing are acknowledged as 


In the field of 
INVESTMENT and FINANCIAL 
WEEKLIES 
the recognised leader is the 


INVESTORS’ 
CHRONICLE 


1! GROCERS HALL COURT, 


ECc32 


MONarch 8835 (14 lines 


Display page rate is £60 and pro rata, screen is 65 and copy 
date Wednesday for publication the same Saturday 


Any Questions? 


Agents handling an account aimed at 
the plumber, 
heating engineer are often pleased 
to accept the unbiased technical 
advice of a director of a reputable 
trade and technical paper such as 

THE PLUMBER & JOURNAL OF 
HEATING” 
tions we shall be pleased to give you 


sanitary engineer, or 


Wf you have any ques 


the benefit of our long experience 
Phone MONarch 1541 or write to 
32 Finsbury Square, E.C.2. Ask for 
Mr HJ. Baker 


“Ss ~~ 
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JUBILEE ws 


50 
YEARS 


was 


and still ried 
SCORING} || Sai _ 
For half a aon * 


century the “SS 5. 
recognised medium for reaching the 
greatest number of prospects in the 
lucrative Newsagency and Book 
selling field 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


107 Fleet Street, London, E.C.4 
Phone: CITY 2604(4 lines) 
By for the borgest Net Soles Circulation (AS 


With an extensive coverage 
of prosperous industrial and 
agricultural areas of Beds, 
Herts and Bucks, the Home 
Counties Newspapers Group 


of eleven individual local 
newspapers is an obvious 
choice of the astute adver- 
tiser who seeks coverage, 
service and value 


HOME COUNTIES 
NEWSPAPERS GROUP 


13) Fleet Sereet, £.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertusement Manager Claude W Gilder 


CAMPAIGN PLANNING 


Sound strategy will determine tactics—Continued 


nationally of in a given arca, 
possibly in a given time or by 
a given percentage 


Resources The appropriation 
and what it will Duy 

Cpposition, The consumer to be 
persuaded, competition to be 


overcome 

Intelligence reports about the 
sirength and disposition of the 
enemy, and the territory over 
which the battle will be fought, 
are of course provided by market 
research, by the advertiser's sales 
figures and salesmen, and by 
estimates of competitors’ sales 
and market potential 

The advertising planner, then, 
heving a clearly stated target, 
knowing his own strength and 
weakness, and having assessed 
the strength and weakness of the 
opposition, can formulate a 
Strategic plan And he must 
conceive this, too, in military 
parlance. Is he strong enough 
to fight on a broad front, or must 
he concentrate on a vulnerable 
point? If the latter, where? 
What is the right timing? Should 
the main assault be launched at 
once, or should it be preceded y 
a recognisance )n force, tc. a test 
campaign? What is likely to be 


the “enemy” reaction, and what 
preparations should be made to 
| counter it? 
Strategy put 
into practice 
Having, in the light of all 


these and any other 
siderations, decided 
planner can then turn 
tO tactics——copy 
and the rest 


major con- 
strategy, the 
his mind 
media selection 


How it works out, in admitted 
ly ideal conditions, there being 
no real chent to consider, can 
best be illustrated by referring 


again to what happened at the 
LLP.A. course 

The first year’s national cam 
paign, on an appropriation of 
£70,000 had proved moderately, 


but only moderately successful 
For the second year, the client 
was only willing to spend 
£50,000, bur he required that 


during that year, sales should be 
doubled. This was a directive! 
Resources, in relation to the 
objective, were meagre The 
task was, on the face of it, 
almost impossible But history 
provides many instances of 
generals who have achieved the 
seemingly impossible They 
have done so by inspired 
generalship that takes a calcula- 
ted risk and gets away with it. 
The students—the competent 
platoon commanders— played for 
safety Almost without excep- 
tion, they took the first year's 
media list, for a press campaign 
on a national scale. and trimmed 
it, with little change of emphasis 


Their schemes repeated, with 
necessarily less force behind it 
the strategy that had in the first 


year not 


Their 


proved too successful 
campaigns could never 


double 
They had made little 
re think strategy in the light of 


have sales 


attempt to 


hoped lo 


their curtailed 
ambitious target 
the first year 
revealed. 

The tutors—the advertising 
generals—approached the task 
very differently. They decided to 
concentrate all they had on one 
bold stroke. All the appropria- 
tion would be spent on a three 
months campaign confined to the 
London area. Thus, they argued, 
they might wel] double or treble 
sales in that thickly populated 
region If and when this 
happened, they could go to the 
client, and say “Look, we have 
proved that our way is the right 
way. We can do the same thing 
in other areas if you will give us 
more money. And it will clearly 
pay you to do so.” 

The tutors than gave an out- 
line of tactics. Here because the 
tactics flowed logically from the 


their 
facts 


had 


resources, 
and the 
campaign 


strategic plan, there was little 
recom for doubt or argument. 
There was no media planning 


problem except that presented by 
limited spending power. Such a 
campaign must obviously be 
given tremendous punch, 
tremendous impact, or it would 
fail. Very well, then—half-pages 
tu one or two of the mass circu- 
lation nationals would start the 
ball rolling. At the same time, 
because these newspapers have 
a national coverage, the adver- 
teements would help maintain 
provincial sales of the product 
What else? Bus sides, as many 
as could be afforded, And a lot 
of tube cards. Also some new 
and better display material for 
the shops 


Whether the strategy of this 
campaign was sound may be 
arguable. In real life it might 


well be rejected by a cautious 
chent, though one can counter 
the criticism by saying that it is 
part of a general's job to “sell” 
his plans to his Commander-in- 
Chief. But it was at any rate 
conceived on the sound strategic 
principle that it is folly to dis- 
perse weak forces on a wide front 


against a strong opposition—th t 
the only course if one must 
attack ts to concentrate at the 


most vulnerable point, 

What I want to emphasise is 
that the planners did tackle their 
problem in the logical way. The 
sequence of their thinking was 
right From their appreciation 
of the facts first the strategy, 
then the tactics, flowed almost 
inevitably. It isn't of course, 
always as easy as this, but the 
example does serve to demon- 
strate the mght approach. It is 
bow, I am sure, all outstandingly 
successful advertising campaigns 
have been planned. 

CDR 


END OF CAMPAIGN 
PLANNING FEATURE 
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LINCOLNSHIRE 


Prosperous, agricultural Lincolnshire, with its wealthy 
manufacturing centres, is fully covered by that influential 
Westminster Press paper: the LINCOLNSHIRE CHRONICLE. 
It is a familiar feature in the lives of people who have 
money to spend on advertised products. 
You will find ‘The Thrifty Thirty-Six’ Westminster Press 
Papers serving the most prosperous provincial areas 
throughout England; their economical rates and the tre- 
mendous buying-power of their readership is a guarantee 


that they offer you consistently sound value for your outlay. 


the thrifty “Six 
for well spe fproprintiiine 


Ail the Thrifty Thirty-Six are members of the A.B.C.) 


ERNEST LUMSDON: Lendon Advertuement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, £.C.4. TEL: CENTRAL 3265 
Leeds Office Manchester Office 
RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. TEL: LEEDS 24998 MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. TEL : BLACKFRIARS 3930 
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A Stitchcraft reader writes... 


== 


OFFICE EQUIPMENT 
THE 


BANKER 


is the only magazine of 
international banking and 
finance and circulates at 
top-level in banks in Britain 
and throughout the world. 


—— = = 


St 


Women turn again and again to 


TREY MA Stitcheratt 


LONDON, S.W.1 ABC net sales 241,388 copies a month: Type area page 8} ins. x 6 ins. 


ms ms ; ee REET a i £2044 page: Advertisement Manager S. H. BOWDEN, Stitchcraft Led, 
Seer | Great West Road, Brentford, Middlesex. Telephone EALing 6283 


= = = = 


DETAILS FROM RONALD PRENTICE 
ADVERTISEMENT MANAGER 
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out on a journey and thereafter his 
steps were toward the light. . . 


Years passed and still he journeyed, 
ever further from the land of King 
Billboard. And as he went his way 
he built new poster sites and tended 
them carefully, seeking always to make 
them little oases of beauty to gladden the 
eyes and hearts of all who would pass 
ae 


THE FABLE 
OF THE 
FLOWERS 


* 


or an 


allegory for advertisers 


BOS MII SE 


—_— 


Now the kind of site he built and the 
good places he chose for them 
attracted the attention of the 


PEE RGIS 


NCE upon a time there was a Couriers who were 
Wise Old Poster Man who lived  tanging afield 
in the realm of King Billboard. ... 


Often he dreamed of a land beyond 


the horizon ....a land where tue 
subjects were 
never ragged or 


overcrowded ... 


So one day 
before the rays of 


os 
the Dawn were - 
1830-1902) 


Founder of th Company im the sky he set 
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in the service of their 

masters, the Merchant Princes 
‘““Ho” said the Couriers 

“here indeed are pleasant sites: 


the work of a worthy man!” 


Soon the fame of the Wise Old 


Poster Man was known through- 


out the new land and many 
® bouquets came his way. But “ waste 


not, want not” said he and with no 


more ado, planted the bouquets in trim 
little rows on his poster sites. 


And that, Gentle Advertiser, is 
how to this day sweet flowers blow on 
David Allen sites... in the happy, 
happy land of Amenity. .: 


->++DAVID ALLENS 


head office : david allen & sons, Itd., 7 buckingham palace 
gardens, london, s.w.1. telephone: sloane 0711, telegrams: 
advancement, sowest, london area offices in liverpool, 


newcastle upon tyne, glasgow, edinburgh, belfast and dublin. 
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DISPLAY AND PACKAGING 


' OOR space at exhibitions, 

lke other advertising 
space good deal of 
money hirms whose products 
are large may not always find 


MANAGING DIRECTOR 
MAKERS AND EXHIBSITIC 


costs a a 


it economic to take a stand cular piece of plant or equip 
large enough to display their "ent 
- goods to advantage Again These uses are generally for 
an advertiser may want to des technical exhibitions.” At shows 
a cribe how his product is made where ts general public is od 
7 f . mitted, models are also very 
or how tt fits mto some larger useful) People like looking at 
process of manufacture In models and. if movement is in 
either case the solution of the corporated, interest is greatly in 


space problem may well lie in  tensified At any exhibition a 

! a scale model, More and more Model is an inevitable focal 
) advertisers are certainly find. poimt: “Does it work?” “How 

ing tt so, for by the use of it made?” “So that's what it 


looks like!” 
In this connection a point to 
note § that a good model always 


sale models they can demon 
strate just “what it looks like” 


or, better still, “how it works”, photographs well and so has 
in a comparatively restricted additional publicity value. Since 
space the aim of every manufacturer 

In addition to accuracy of it an exhibition is to sell his pro 


representation, the model has the 


ducts 


or services, or at least to 


a 


Diorama of a tra 
tor assembly line 
constructed for 
David Brown 
Power and Pr 
tion Pavilion 
South Bank Exh 
bition 


dia 


How scale models can add selling 


‘punch’ to exhibition stands 


By R. H. MOLL, 


MKADE LID. MODEL 
N STAND DESIGNERS 


keep his good name before the 


public, he should endeavour to 
give his exhibit some topical 
theme in order to attract publi- 
city. Although a product or dis- 
play may not lend itself to pub- 
leity through a wide range of 
media a mode! often serves the 


purpose of the exhibitor and pro- 
vides news photographers with 
an interesting subject 

At the recent B.ILF.. for ex 
ample, comparatively little was 
known to news photographers in 
the opening days which was suit- 
able for a wide range of publica- 
tions. Our Everest model was 
among the few items which satis 
fied this need, and consequently 
it secured, for the Fair as a whole, 


visual publicity in this country 
and overseas, including television 
coverage through the whole of 


the United States. It is notable 
that, wherever these pictures were 
published, and especially im the 
news columns of the world press, 
they carried a general reference 


to the B.LF 
The life of a mode! is not con 
fined, as are many exhibition 
displays, to the sh period of 
rv exhibition 
Aft an bition has 
finished. sti dismantled for 
salvageable materials, but the 
node! has an almost indefinite 
fe in different settings. It can 
be re-used in other ecxhibitions, 
can be the centre-piece of store 
nd retailer displays (f suitable) 
it may be useful for instructional 


od training purposes, as 
f 


1 record 
nd possibly 
ry the com 


company activity 


as a sales aid for use 


great advantage over other forms 
f display of an additional —third 
dimension 
By the use of scale models 
7 has been possible to house a 
power station in a large suitcase 
4 \ carry & working § television 
Py set in Our pockel, t show the 
i"9 public the working of huge and 
“ intricate ndustrial plants suc 
as @ Stee mill or a catalyt 
cracker and the lavour of 4 
- satellite town 
7 A model can bring a produc 
- in close-up to the exhibit 
Visitors eye, and can focus 
’ ton on some particula 
a which could not otherw 
demonstrated Furthe 
* can provide a public pre . 
a miniature —but this 
ee can be accurate to one thousa Model of the proposed B.B.C. television centre at White ( London, 
part of an inch, and ca i scale of 1/16 in. equals 1 ft The model was made for the 
7 exactly the workings of Transport and Communications Pavilion, South Bank Echihition 


pany’s representatives all 
the world 

The first step in planning an 
exhibition is to know what sort 
of model to show, so as to attract 
attention persuasively and force- 
fully, even dramatically, to the 
particular qualities of the pro- 


over 


duct. It is wise, then, to enlist 
the services of a competent 
designer—someone with expert 


knowledge of how best to express 
an idea in_ three-dimensional 
form. 

Here are some ideas on how 
models can be used on an exhi- 
bition stand A tractor manu- 
facturer might show a series of 
models representing the different 
types of vehicle and stressing the 
main sales points. Alternatively, 
he might show a flow diagram or 
a perspective model of the fac- 
tory production line, showing the 
tractor in all stages of assembly 

You build cities, bring fertility 
to deserts, increase business effici- 
ency, make housewives happier 
with labour-saving devices, carry 
travellers round the globe in your 


aircraft, or offer the world its 
firest long drink? Whatever you 
do. you want to tell the world 
by exhibiting your products or 
services 

There is a model solution 10 
your problem 

It need not necessarily be ex- 


pensive—-not more than the cost 
of a couple of pages of advertis- 
ing in a quality magazine. Even a 
fairly ambitious model may cost 
little more than a half page in 
a national daily newspaper. For 
the advertiser should be getting 
an exhibit which is going to be 
seen and remembered by thou- 
sands and which will have an in- 
definite life 

Here are a few 
one “don't” for the 
model user 


Do Decide first the theme of 
your exhibit and prepare 
a brief, preferably after 
consultation with your 
designer 
Plan your model! and ex- 
hibit in good time 
Have your mode! and/or 


‘do's” and 


prospective 


exhibit designed and 
constructed by expert 
professionals 
Finally, have your model 
well presented Not 
only is the model itself 
important, but it must 
be shown to the best 
advantage 
Don't Economise un- 
reasonably on 
good design and 


craftsmanship 
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j, ors THE SAME advertisement 


to different sizes; producing photoprints ; 
making a litho plate for the “ office offset” ; facsimile 


: copying, whether a singleton or a long suit; all 

; these jobs, and more, are easy, quick and 

i inexpensive with your Mervac. It really is a most adaptable 
. member of your staff — always ready to cope, 


and needing no expert to operate it. The small space 
it occupies will probably become the most productive few 


square feet in your office. Let us 


advise you which model you should have. 


Grant Production Co. Ltd., 


4 Rathbone Place, London, W.1 


(Museum 8717) 


REDUCTION 


The range comprises a number of © 

specialised models. This is the | 
Mervac Photoprojector—worth & 
an extra trump to you. ; 


“4 MULTIPLICATION 
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LARGE 


NATURAL COLOUR 


TRANSPARENCIES 


Designers will fied much 
to terest them at pur 
studio Examples in snes 
wp to 30". 4” are « 


aR. 
KOLDS 


LTD 
* 


CHURCH STREET. 
WEStern 9266 9314 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD CROTOON 
aOOtrmSsCOmet siart-e 


miGwisT GRADE SPEEDY S¥AWICE 


DISPLAYS 
EXHIBITION STANDS 


MERCURY | 


DISPLAYS LTD 


248 VAURHALL BRIDGE ROS 
WiCTORIA = SWI Te vic ov || 


COMsTAUCTEO 


oisPiey stavict 


$.6 CARLISLE 
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June 30th 


THE SUCCESSFUL SPEAKER'S 
HANDBOOK 


By H. V. Prochnov. 42 - ner 
A step-by-step guide to dynam 
speech and conversation 


SECRETS 
OF CLOSING SALES 


106 ner 


r salesman reveals tested 


techniques for overcoming sales 
resistance and clinching sales 


THE WORLD'S WORK (1913) LTD. 
Kingswood, Surrey 


@ Most of the really good 
enlargements are made by 


war 
AUTOTYPE * heen 


The Autotype Co. Led, Brownlow Rd 
London, WI} GALing 269! 
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Women are asked to pay 


2d. for this wrapper 


Review of Packaging, by Ronald Vickers 


UNLIGHI 
marketed untold genera 
tions before our second Eliza 
bethan era But the latest 
Sunlight wrapper is as clear of 
Edwardian whiskers as a 
chromium plated washing 
machine It designed, 
specifically and obviously, for 
display The name Sunlight 
occupies almost the entire front 
surface and is repeated, in 
panels which are ightly 
smaller, proport itely, on 
both sides and ends. The copy 
ind the Royal Warrant which 
occupy the underneath surface 
comprise the deviation 
from this simple theme 
The design is s ple that 
weren't 
% WOrSe 


colours 


soap was first 


was 


sole 


els, use 
nstead of 
ty pack 


just a 


just a 
ir words 
successful 


blue 
unlaiing 
nm - getting 
unation of 
these 
achieves 
mpact 


shadc 
proportions th 
wonderful vis 
doubt the designer was 
a flying start lis single- 
of purpose: the fact that the 
rapper will probably be thrown 
iway as product is 
first used releases him from the 
necessity [0 make design 
f ow a hor 
pattern 
familiarity wit 
ight is such 
cation need go 
bald and clear 
name 
\ point of inte 
ing men is th 


SOON as 


market- 
customer 


actually has to pay a halfpenny 
for this wrapper, the tablets 
sixpence each singly and Is, 04 
for two, wrapped. But now that 
every other shop window bulges 
with packets of washing powder, 
whilst the unpackaged bars of 
soap le quietly on shelves at the 
back of the shop it is not in the 
kast surprising that the big soap 
firms should initiate new pack 
iging campaigns 


. * * 


HEN | saw 
booklet | nearly shouted 
“Hurrah!” It is a delightful and 
refreshing change from the dull- 
coloured and nondescript little 
packets in which many manufac- 
turers offer their 
Whilst 


ale pe 


this needle 


needles for sale 
imount of point-of- 
rsuasion will induce 
nan to buy needles when she 
as no particu need for them, 
will often 
of brand 
of the Stitching Time 
of homeliness 
all old 
wite a 
figure outlined in 
front of the fire- 
f sewing, whilst the 
pendulum clock in the back- 
ground illustrates and explains 
the name. On the back page of 


> design 


rung 
little 
sits n 

with her 


from the 
loured, nondescript little 
says Ronald Vickers of 


this needle booklet 
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never mind the faces... 


we're going places ! 


OUR faces don’t matter—at the 
moment. Where we're going does matter 
—to us and to quite a number of 
Advertisers, some of whom are not our 
Clients... yet. We are a new Agency— 
full of enthusiasm and energy and all 
that will enable us to give really first-class 
service and creative ideas to our Clients. 


jy AULD AND 


A group of experienced advertising men 
are already in step with us. As are a 
number of far-secing advertisers. We 
shall be happy to meet others, equally 
far-seeing, who are interested in a new, 
live organisation which is definitely... 
going places. Whereupon we can show 
them our faces. 


TILBURY LTD 


ADVERTISING 


Sceptre House, 


TELEPHONE: 


169 Regent Street, London, W.1 


REGENT 4766 
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ADVERTISER'S WEEKLY 


IRIS STENNING hav let 
the Direct Mail Centre, and is 
looking for an opportunity to put 
her very extensive Direct Mai! 
experience at the disposa of 
General Advertiuers 


C. G. BOWEN, Group Print 
Buyer, is also leaving and offers 
his services to any leading Agency 
requiring someone of his con- 
siderable experience and capa- 
bilities 


Write Box No. 14687 Advertiser's Weekly 180 Fleet Street, E.C.4 


ae t SOUTHEY 


ae Co 


4 UNE S0080 
teat 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

4 THE GREEN, TWICKENHAM 
Phone: POPESGAOVE 502! 
Emabiished neorty © years 


|) 
y soxes 

a son WATTS LTO. | 

24 erwoaths Annee, tc. 2 | 


enection Removation 


over 


REGINA STUDIOS SIGNS A DISPLAYS LTD 
’ serres Sear newest wr 


a. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LINttKD 


72a Plough Rd., Battersea, § W 
Tel. Nos. Battersea S300 & 488e 


MALAYA IS AN EVER 
EXPANDING MARKET 
ARE YOU REPRESENTED THERE? 


Prosperous Singapore and Malaya 
are calling for more and more 
goods from Britain. Are YOU 
taking full advantage of this 
growing market? 

The executive of one of the 
best-known advertising agencies 
in Malaya will be in London for 


three weeks from July 4th 
and will be happy to meet 
responsible people interested 


in discussing the advertising 
opportunities in Singapore and 
the Federation 


Box 1457! 
Advertiser's Weekly 180 Fleet St EC4 


British advertisers anxious to 
increase their trade with 
Denmarkshouldinvestigatethe 
possibilities of EXSTRABLADET, 
the largest Evening Daily. Pub- 


lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD. 
69, FLEET STREET. LONDON ECS 
Centra! 2811 


Review of Packaging—Continued 


the booklet 


neat thumbnail 
few words of 
make button 
niormed, i4 


two 
ches with a 
y eXpiain how to 
ches; ths, 1 am 


¢ iseful information to have 
The colours of the Stitching 

Time packet, unlike those of 

many similar articles, are bright 

and feminine Ihe background 

sin beht blue with the different 

features and copy in white, pink 
Diack 


Getting needles in 


From the purely practical point 
* view this pack scores again 
ind out of the 


Originality is achieved by the 
shape of the carton 


diamond 


packet 1s 
business 
usually so 
Aimost as 
tself The 


conventionally folded 
a fiddiing and clumsy 
and the 
small as to be 


packets afe 


misiaid 


readily as the needle 


S hing Time booklet opens 
like a and is large 
enough not to be easily lost 
On the shop counter it is twice 
as tig and ten times more 
tleea 
* * * 


Mo! young women who ogle 
4 us from the sides of cartons 


confine their activity to looking 
beautiful as soon as action 
comes into the picture beauty 
thes out of the window 


The alluring young lady on the 
Colaire carton ts an excepthon 
She manages to indicate, by her 


nature 
ind purpose of this new product 
whilst at the time retaining 


action, something of the 


her feminine appea 
C olaire is a Maire ’ 

is painted on the hair after setting 
to add brilliance and to colour 
highlights Being something 
entirely new in the field of hair 
preparations it was essential that 
ne pack should be readily distin 
guishable from sh poos and 
wave sets. On the other hand 
was desirable that there should 
be some tic un wit other mem 


bers of the Band>box range, .o 

which Colaire is the latest add 

ton 
The 


achieved 


designer Nas 


family likeness by using the 
tandbox colours, pink, white and 
black; whilst distinctiveness 1s 
ottained by the shape of the 
carton and by the actual design 
Instead of the usual right-angied 
carton the Colaire box 1s diamond 
shaped; this shape not only makes 
the pack immediately distinctive 
but enables two sides to be 
clearly seen at 
pink stripes make a pattern 

feminine and gay, they 
also provide 1 suitable back 
ground for the illustration. These 
stripes are used also on the bottle 
label, but the well-known Band 
box lock of hair takes the place 
of the figure As the bottle is 
identical with t used for 
Bandbox shampoo the connection 
between the different products is 
clearly seen once the packet has 
been purchased and opened 

And this, it seems to me, 1s 
very sound strategy 


once 


NEW YOGURT 


The Express Dairy Co. have recently 
re-designed container for 
Yoeurt. The problem was to make 
a container 
dessertspoon and 
product could 
At the same 
would be 


their 


would take a 

which the 
easily be removed 

time a design that 

attractive to the consumer 
was sought 


which 
from 


Produced for the Velvet Crepe 
Paper Co. Ltd., this showcard was 
designed by W 4. White of J 
Murray-Smith Lid. lt was priated 
in 7?-colour photo-litho by Water- 
low & Sons Lid., from a coloured 
original by Walter Bird 
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Showcards ~ Signs ~- Display Stands in 
Metal, Wood & Plastic - Metal Products 
INuminated Signs 


ACME SHOWCARD & SIGN CO. LTD., Paracon WoRrkS, ENFIELD, MIDDLESEX. Telephone: HOWARD 165! 


Birmingham Office and Showrooms: Crown Buildings, James Watt Street, Birmingham 4 Telephone: Birmingham Central 2325 


COMMERCIAL AID PRINTING SERVICE 


A SILENT ae | AY offer the complete 
SALESMAN ees” Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Both an imposing display unit and a handy show- 
case, this Morey cabinet SELLS Rawiplug products 
and HELPS the retailer to give instant service to ‘ | Equipped to execute ali stages of | prepored to undertake any phase 
cuntomers -~ Vorityper, Lithographic Printing | of the process for firms with their 
MOREY (BARNET) LTD. and Duplicating, we ore, however, | own equipment. 
Makers of Display Fittings 
BARNET. HERTS 
Telephone BARNET 3222 


A New, Onick SERVICE |b. sour market among the 


Two essentials to every user of Multilith and Rotaprimt Machines | people at home and abroad whe 
are (1) Rapid reliable service and (2) consistent high quality. Both are 
features of business upon which The Sirand Lithographic Co have ? 
built up customer-satisfaction You are invited to contact the addres manufacture or use metals 
below—Terminus 2691-——where you will receive courteous and immediate 
attenuon 


3 RATHBONE mi wii mus oes53 4103 


“ALLAN” SERVICE 
Many concerns find the Strand comprehensive service invaluable 
Simply supply the basic data then the Company handles the job from 
idea w Gnished plate ready for your machine 


1S YOUR ADVERTISING MEDIUM 


THE STRAND LITHOGRAPHIC CO. LTD. ra ctnmeor Passe LD. 1 mime OPREY WOOT. mameneetoe » 


157 FA ON RD. LO ON, EC. Teleph . , 2691 (4 lines) LONDON OFFICE 2 BEOTOEO STREET (oNOON. wes 
Kachbone/i41 
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At the Tor of 


every branch... 


—from a single counter display to a complete exhibition, 
Coneult Harris and Sheldon for Exhibition Stands, Counter 
and Window display; life-size or miniature figures in plaster, 
papier maché or rubber; corsetry and underwear figures; 
window backgrounds and contract window dressing. 


Harris & Sheldon Ltd 


4% Great Marlborough Stree, London, W.1 Tel.: GERrard 8955 
end ot WOODGATE, LOUGHBO § OUGH, LEICS. Tel: Loughborough 349! 
also at Birmunghs Manchester and Glasgow. 
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How Lotteries Act applies 


to competitions 


g tee use of competitions to advertise products and the legal 
position of advertising agency employees who free-lance 
either on their own account or for other agencies in their spare 
time, are covered in this month’s selection of answers to 
readers’ queries given by our legal correspondent. 


Q.-4s a competition organised 
by an advertiser, cither through 
the press or by direct mail, legal? 
Does the absence of an entrance 
fee make any difference 

The risk run by all organ- 
isers of competitions is that they 
nay come within the compass of 
the Betting and Lotteries Act, 
1934. This provides heavy penal- 
ties for the promoters of lotteries, 
and for newspapers which pub- 
lish advertisements of lotteries 
A lottery is “a scheme for the 
distribution of prizes by lot or 
chance.” The Act does make 
special provision for private lot- 


teries and small lotteries inect- 


dental to certain entertainments 
Commercial lotteries, however, 
are outside the range of these 
crkceptions 

What is decisive is the degree 
of chance that enters into the 
competition, and on this no hard 
and fast rule can be laid down. 
The fact that there is no entrance 
fee, or purchase of lottery tickets, 
is not relevant. For instance, a tea 
dcaler crected a tent in which he 
scld packets of tea, each of which 
contained a coupon entitling the 
purchaser of the tea to a prize 
The tea was good value for 
money. Thus for the competition 
itself there was no entrance fee; 
nevertheless it was held to be a 
lottery. A newspaper distributed 
medals gratuitously, each medal 
bearing a number and the words 
Keep this. it may be worth 
£100." The winning numbers were 
later printed in the newspaper 
This also was a lottery 

Competitions organised by ad 
vertisers normally request the 
competitors to express their 
views on certain products, or 
owalities, by placing them in 
order of merit As one of the 
jdges has put it: “Any kind of 
kill or dexterity. whether bodily 
or mental, in which persons can 


| compete, would prevent a scheme 


from being a lottery if the result 
depended partly upon such skill 
or dexterity.” A competition 
with a prize for the person who 


| most nearly estimated the number 


of births and deaths in London 
during a particular week has 
heen held not to be a lottery 
Similarly, it has been held that 

select winners for a series of 
horse races is not a lottery. as this 
requires “skill and knowledge of 
form”! 

On the other hand a competi- 
tion to place a number of com- 
modities “in order of povularity 
by gencral vote was held to be 
one of chance and not of skill, 
as the entrants were asked not to 
judge the merits of the commodi- 


ties, but in reality were guessing 
how others would assess the 
popularity of the products 

Finally, it is immaterial 
whether the lottery or competi- 
tion is organised through the 
press, by direct mail, or with 
coupons, but proceedings against 
a Newspaper cannot normally be 
instituted except by, or by the 
direction of, the Director of 
Public Prosecutions. 

Q..-To what extent am I! 
legally permitted to work for an 
edvertising agency, or an adver- 
tiser, in my spare time? I am 
now employed by an advertising 
agency 

A.—The legal position must 
depend upon the facts of any 
particular case. Lord Greene 
gave expression to the dilemma 


some few years ago when an em- 
ployer obtained an i 
against another employer who was 
employing, on Sundays, some of 
his employees. “It would be most 
unfortunate if anything we said,” 
declared Lord Greene, “should 
place an undue restriction on the 
right of the workman, particu- 
larly a manual workman, to make 
use of his leisure for his profit. 
On the other hand it would be 
deplorable if it were laid down 
that a workman could consistently 
with his duty to his employer, 
knowingly, deliberately and 
secretly set himself to do in his 
spare time something which 
would inflict great harm on his 
employer's business.” 

In that particular case, the em- 
ployees were not “free-lances” 
and they were working on Sun- 
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days for a firm who were in com 
petition with the firm to whom 
the employees owed a primary 
loyalty 

Supposing A.B. is working for 
the X.Y.Z. agency and in his 
spare time runs a little “agency” 
on his own, and has been for 
tunate to secure one or two small 
“accounts”—not an unusual situa 
tion. His employer might well 
ergue that the employee is in fact 
in competition with him as he 
himself would like these small 
accounts. The law probably can 
be summed up in these words 
“No man can serve two masters 
when they are in competition with 
each other.” 

A.B. would not seem to be in 
a happy legal position if while 
working for the X.Y.Z. agency, 
he also, in his spare time, wrote 
copy or did art work, etc, for 
another advertising agency, as it 
can be presumed that advertising 
agencies are in competition onc 
against the other. He could, how- 
ever, turn his attention § to 
journalism, or any other profes- 
sion, where the element of compe- 
thon does not exist. 

The employer's normal remedy 
would be to regard A.B. as having 
committed a breach of his con- 
tract of service and to give him 
the “sack,” without notice 

Q. I had booked space ima 
well-known trade paper for ad- 


wmenis to appear during 

coming summer The pub 

r now informs me that the 

r was taken in error, and that 

s cancelling the contract as 

advertisement will compete 

that of one of his other ad 

sers with whom he has done 

ness for many years. Can he 

ced to publish my advertise- 

ts im accordance with his 
act’ 

The normal remedy for 

h of contract is to sue for 

iges There is, however, 

ver remedy which has a 

ed application. It is known 

specific performance,” and 

ins that a person who js guilty 

1 breach of contract can be 

reed by the Court to fulfil it 

kt is only applied, apart from one 

or two exceptions, which are not 

applicable in this case, to in 

stances where damages would 

not be adequate. For instance 

the Court will, if it thinks fit, 

order the performance of a sale 

of land, for the land has quali- 

ties which are peculiar to itself 


The buyer wanted that particular 
piece of land, and none other | 


will do. A contract for space in 
a periodical or newspaper is 
obviously in a different category 
The advertiser, denied the right 
of space in one, can buy space in 
another, and obtain damages, if 
any has been incurred, from the 
defaulting publisher. 


THE SASSER ‘BUY-LINES’ 


By Vernon Heaton 


ANCY Sasser's “Buy-Lines” 

column has a weekly circu- 
lation of more than 424 millions 
in the United States. Her articles 
are featured in no less than 154 
newspapers, apart from a wide 
range of first class magazines 

Her technique is simple. She 
writes a weekly “woman to 
woman” type article of her shop- 
ping experiences, plugging the 
goods on sale in the retail shops. 

No newspapers would, of 
course, accept such plugs in the 
ordinary way, but she buys the 
space at the ordinary advertise- 
ment rates and then sells her 
plugs 

Miss Sasser started a local 
shopping column only as far 
back as 1941, in Raleigh, North 
Carolina. Retailers in the town 
soon discovered that women who 
normally skip the ordinary, pro- 
saic advertisement, were eager to 
read her regular chatty and in- 
formative articles. Not only did 
they read them with interest but 
it was noted that every product 
quoted in them took an im- 
mediate jump in sales. 

The result was that advertisers 
were willing to pay an enhanced 
price for the privilege of receiv- 
ing a Mention, so much so that 
Miss Sasser found in the end, that 
she had a queue of would-be ad- 
vertisers on her door step. 

Her success encouraged her to 
buy space in newspapers in the 
neighbouring towns of Norfolk 


and Richmond. The results were 
even more spectacular, but she 
soon found the task of inspecting 
the shops in each of the towns 
every week was too arduous an 
undertaking This columnist 
then changed her policy and 
offered her plugs to the manu 
facturers of nationally known 
products only. A single weekly 
feature was then all she needed 
to cover the different towns 

Once Nancy Sasser had 
achieved this simplified method 
cf preparing her column, she 
was able to buy space in the 
majority of newspapers and ex 
pand her activities to cover al 
most every corner of the United 
States 

In May 1946 her policy was 


expanded to allow for two 


different weekly columns. Be- 
sides her regular “things I have 
seen in the shops” type of article, 
she began a series of “house- 
wife's specials.” directing her 
readers’ attention to the week 
end shopping list. She would 
design an article on “budget 
cutting tips” or “home keeping 
hints,” weaving into them the 
products of her sponsors 

To-day Nancy Sasser sits in 
her New York office syndicating 


her material throughout the | 


States, her chief problem being 
not so much to attract the atten- 
tion of prospective advertisers, 
as to select from amongst them 
the plugs that will fit in with her 
article of the week. 


ADVERTISER'S WEEKLY 


USINES 


s god 


because its net sale* to 


top executives in industry 


and management is over 


12,500 copies monthly. 


AUDIT BUREAU OF CIRCULATIONS 


BUSINESS 
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PRINT REVIEW 


‘ull colour ts not always fair 


TOT the least of the advan 
+‘ tages of handling new 
products is that there are new 
ways of selling them Take 
television, for example. There 
has been a lot of experimenting 
with advertisements and with 
pri ted alvertising ! kK 
( ole have just made a new ex 
periment They commis 
swoned Derek Mec ulloch 
(Uncle Mac) to write tor 
children a booklet entitled In 
Search of Wonderland It is 
written in MeC ulloch’s natural 
broadcasting style, and he dis 
cusses television = from all 
ingles There i «a sealed 
chapter addressed to parents 

Ihe apparent intention of the 


t k w to induce children to 
want television and to bring 
pressure on then parents to buy 
This seems | be the first 
ntro Direct advertising tor 
Ficovision only comes in to 
wards the end of the book and ts 
guite restra ! 


ractive “) page 
whlet printed good quality off 


“ but | fee that Ekco have 
cheated a r \ large propor 
tion of the pictures purporting 
t show children the kind of 
thing they would see on tele 
son are printed in full colour 
“ h could mislead the young 
Te 
> . al 
Tit CHARM. and the strengt 
{ sumplicity a cxompiited 
y hures produced by A 
b ras Ww e & Associates kk 
Lewookn Clothes Ltd The 
npany desired to introduce to 
trade buyers a range of Choyce 
thes { children and Ma 
gh coats and suits, Feeling 
possibly rightly hat rag trade 
bu ye have ’ < taken very 
firmly hy ey Lewoolmn 
agreed vat *« print’ would 
ha inding It is 
I here wo publications 
Both are of impre © sive, supe 
‘yal quarto ire Plasto 
bound, both are heavy deck 
cdged board « white the ott 
butt both i aur ‘ { 
amped Me i ‘ " 
colour name pane! printed 
n five urs and 
No trouble expen ured 
Introductory tex sk flow 
fo an absolute 
well-leaded to make it n 


less. In both books 

are illustrated by actu 
graphs (by Studi Fis if 
Clark) dry-mounted V<« 
they look, too, and f 


. 
~w copies coon \ 


$96 


By Brian Hilton 


finishing touch is given by plate 


simking the mount The photo 
graphs in the buff coloured book 
would have been improved by 
slight toning, but | understand 


that as the whole job had to be 
produced in six weeks, including 
taking the photographs, there 


was not the time for this refine 
ment. Printing and production 
were by Royles 


WHEN THE DIRECTORS of a 


These two brochures were pro 
luced to introduce new ranges 10 
the “rag” trade Buyers have 


heen firmly taken by the eve 


company are also newspapermen 
one 18 Not surprised to find the 
company’s annual report enicr 
prising and exciting in its pre 
sentation. The dreary objections 
of the accountant mind are over 
borne. This must have happened 
even in Canada when the annua 
report of The Southam Co. Lid 
was Planned 

The Southam Co. publishes 
newspapers. Its report for last 
year, just to hand, is lush in a 
nost unusual cover The cover 
proper is a soft burgundy stock 
heavily grained. Within it is a 
second cover of a similar board 
in white, but at the front of the 
book the white board is two 
nches wider than the red, and 
s folded back over the red and 
pasted down to form a two inch 
deckle-edged strip down the for 
edge. On both red and white 
“apers, tithes and insignia are 
printed im green and grey. The 
esult is enchanting 

Headlines inside the book 
which contains the report, the 
swccounts and an article, are in 
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nly specialised scope 


rward point of sale st 


advertising can then 


the unexpected, but 
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is «mereasing yearly Babcock 
& Wilcox, Lid. have shown a 
willingness to consider the 
| hope that mext year 
they will go a little further than 
the green fancy board they have 
affected this year 

British Industrial Plastics have 
set a good example. The report 
is beautifully printed on a heavy 
stock wit immaculate typo 
graphy combining Baskerville 
Gill Bold Condensed and Old 
Style for text. Figures and facts 
are easy to read, such a change 
from the reports so cramped 
that one suspects the directors 
hope shareholders will be dis- 
couraged from reading them 


. * 7 


BALDING AND MANSELL have 
produced a pair of charming 
octavo booklets setting out the 
typefaces they offer their custo- 
mers. One shows pages of book 
feces, the other one line speci 
mens of display faces and orna- 
ments. Perhaps a future edition 
om the book faces booklet could 
<ONlain some Notes on matching 
type to paper? Many print buyers 
would be glad of guidance. 


* * * 


Two export catalogues that 
will carry the fame of British 
printing as well as of British con 
fectionery to overseas markets 
have been printed by Balding and 
Mansell for Mackintosh’s and 
for Caley’s 

Twin Plasto bound volumes, 
they are remarkable for being 
almost square in shape. Each 
contains brilliant varnished half 
tones of confectionery Each, 
too, makes use of the flexibility 
afforded by ring binding of using 
narrow slip pages between half 
tones to give details in caption 
form 
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MERCHANDISING MUST BE PART 
OF THE CAMPAIGN PLAN 


Continued from poge 578 


scheme should allow for the 
necessary Measures to be put to 
work immediately 

American methods may not 
be ideally suited for a direct 
transfer to the British market, but 
there is more than room, there 
is an urgent need, for the adop- 
ton and adaptation of their 
vigour and directness as a means 
of accelerating the turnover of 
consumer merchandise 

No one firm alone can hope 
to carry the British retailer to a 
new sense of merchandising 
awareness. What is needed—and 
properly conducted it would pay 
long range dividends—is an asso- 
ciation of firms confronted with 
the common problem of inducting 
a new and enlightened apprecia- 
tion of merchandising amongst 
sll classes of retailers. Such an 
association would find support 
from a number of stores and 
larger retailing groups. It would 
certainly find support from pro- 
gressive advertising agents and 
publishing houses 
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If you must pick paper with a pin 

we don’t want to spoil your fun. But as a sensible 

and practical alternative we offer to artists, art directors, 

advertising managers, studio managers and print buyers the services 

of our paper consultant who is both knowledgeable about technicalities 
and very well informed about supplies. Spicers have been 


a household word on paper for three hundred years. 


Telephone : Central 4211 19 New Bridge St., London, E.C.4 


on Dunlop tyres stands 
for all that is LATEST 
and BEST in design, 
materials and manu- 
facturing technique... 
the result of 64 years’ 


experience DUNLOP 
The Worlds Master jyre 


Strengthened casing to meet 
modern motoring conditions 


Flexible construction for 

added comfort 48,000 of these display units were produced by automatic 

screen process printing, with ten variations of copy-matter 

: and colour. Carrying dummy cartons they ‘old completely 

, Unique tread with ‘teeth’ to fies for packing. 
road 
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i FPORE Malcolm M 
president [ Newsweek 
turned to the Sta for his cor 
pany s sales cony | talked 
ul 1 tek 


Wainly Personal— 


one 


ane t ' 
Friendly and 


has 


oac halble 


Lord & t k. wh layed ov 
acag, bs tes of bis prove Victor Ross 
catsv ud “ { the fourth h 
no a . The Tis Pe ao ship and publicity—is Victor Ross 
director of Heros Publicity Lid. Mr 
As " between America Ross established his own publicity 
Brita ind ot f becOMe organisation in London in 1946 
firmed Newsweek's European the year he began work on his 
7. dition will a ‘ n ng im second novel, Tightrope, which has 
5 F on Mr M f ce A. — been published by The Cresset 
? , , ’ z wie co rss 
/ m, Cockburn- Thorpe, Euro This time he builds his plot in an 
pean ady u manager, would atmosphere of interest to journalists 
press for if wed advertisement and advertising men, with a stop- 
sales Presentation at-nothing newspaper tycoon and 
M Mu . @ great belever io the directors of a progressive adver- 
breaking down tanff and trade  tsing agency as his main characters 
barriers. I gather that some of his Against a background familiar to 
American industrialist friends, faced ill those who know “The Street, 
with British opposinon in certain he introduces in dramatic fashion 
ficlds, are not quite so enthusiastic! the clash of personalities between 
the two brothers who direct the 
i * + affairs of the agency. 
Mr. Ross's first book, A Srranger 
ONE WHO has made a pretty good = In My Midst, took Singapore for 
job of serving two mast suthor iS setting, and was published py 


1 _ - a 
4 ADVERTISING MANAGER’S CORNER 


Yours, Partner ! 


j When your competitor has got you running around 
in circles and you can see something extra hot 

coming at you over the net, isn't it a relief to be 
: able to do the generous, sportsmanlike thing and 
give your partner a chance to shine? Well, when 
you pair up with Harris to face your advertising 
competition, you can go right on making noble 
gestures of that sort 


You can call “ Yours, Partner” and skip out of the 
way with the comfortable knowledge that Harris 
will never get awkward and return the compliment. 


And presently you'll find that it’s the other fellow 
who doesn't know whether he’s coming or going, 
because when it comes to service, Harris can 
certainly hand it out 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 
), 29.30 KINGLY STREET, LONDON, W./ 


REG 


HARRIS ADVERTISING Lint’ 


3295-6 


R. F. Maxwell 


Malcolm Muir 


Hodder & Stoughton in 1949 He 
® known 45 an occasional contri- 
butor to Punch and as author of a 
column for a weekly magazine 

Copywriting and novel writing 
are uneasy bedfcllows Says, 
“with copywriting the harder of the 
two, sentence for sentence.” 


* * * 


RONALD F. MAXWELL, who has 
been re-clected chairman of the 
Scottish section of the Incorporated 
Society of British Advertisers and 
who is also a member of the national 
executive, i sales director of Smith 
& Wellstood Ltd.. makers of Esse 
cookers and stoves 

He joined the company's sales 
staff in London in 1923, becoming 
manager in 1936 of their Westend 
showrooms in Conduit Street. Ten 
years later he was appointed to 
the board with a responsibility for 
sales in an areca comprising the 
greater part of England and Wales. 
In 1948 he became sales director in 
charge of both home and export 
marketing of all Smith & Wellstood 
manufactures 

Since the war Mr. Maxwell has 
made a series of overseas tours in- 
cluding a world trip in 1950 cover- 
ing Egypt, India, Ceylon, Malaya 
Australia, New Zealand, Fi, Hawan 
and Canada. FEarher this year he 
visited Smith & Wellstood’s asso- 
cuted company at Springs, Trans- 
vaal, where a new foundry is now 
in production 

He has played a prominent part 
in the development of the Catering 
Equipment Manufact Associa- 
tion. He was chairman for several 
years, during which ume member- 
ship was considerably increased 


irers 


A married man with two small 
children, Mr. Maxwell has made his 
home near the company’s head office 


at Bonnybridge, Surlingshire, where 
the fishing lochs and rivers provide 
relaxation with a rod. Other in- 
terests wunclude Rotary, the Boy 
Scout Association. St. Andrews 
Ambulance Association (of which he 
is local chairman) and amateur 
dramatics 


a 
IS THERE 


fancy waistcoats and 


* * 


any connection between 
watory? Cer- 


tainly the golden age of English 
Parhamentary oratory —the age of 
Pit and Fox—-was par excellence 


the penod of the ornatc silken waist- 
coat Somewhat later, many a 


supercihous eyebrow was raised at 
the flowered waist 
Disraeli by peopl 
low before the gr 
field 

I am provoked to these thoughts 
from 


outs of the young 
who later bowed 
at Lord Beacons- 


by a “quote Norman J. 
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T.V. sponsors are 
finding it costly, says 
Malcolm Muir, of 
“‘Newsweek'’: Victor 
Ross, servant of two 
masters : Scottish 
1.S.B.A.'s new choir- 
man: Oratory—ond 
waistcoats: Two 
letters with a punch. 


4 

Groome. executive-director of 
Erwoods Ltd.. in Men's Wear. No 
mean orator himself, and national 
organiser of the public speaking 
contest, Mr. Groome 1s described as 
a wearer of “colourful but tasteful” 
wairstcoals 

Retailers should not display fancy 
waistcoats as an oddity, Mr. Groome 
thinks. “They are usually exhibited 
on a plush cushion in the centre 
of the window!” he complains. 
Also, he feels that men in the trade 
should themselves wear fancy waist- 
coats pour encourager les autres. 


* * * 


IN A LETTER to The Times, C. D. 
Notley, of Cecil D. Notley Adver- 
tising Ltd., has asked a question 
eminently worth posing—-though it 
will not, of course, have the slightest 
effect, except to raise a wan smile: 

“I am emboldened to raise the 
question of the disappearing oxtail. 
Why has this delicacy practically dis- 
appeared from our tables? Do all 
our beef cattle come from the Isle 
of Man’? Or is shipping space so 
scarce that everything but the tail 
can be got on board? Or is it an 
unfriendly gesture from President 
Peron? As a dairy farmer I seldom 
send animals to the butcher, but they 
always go complete with tail, Can 
any of your readers tell us what 
happens to the oxtail?” 

Mr. Notley writes from Great 
Totease Farm, Buxted, Surrey. 


. * * 


ON AN entirely different subject, 
though equally effective, is a letter in 
The Recorder from another publi- 
city man, Alan Hess, P.R.O., Austin 
Motor Co., Ltd. Discussing the 
alleged qualities of certain Sunday 
newspapers, he writes 

“It is interesting to read a letter 
in The Recorder assuring you that 
the Churches are behind you in 
your protest The thought is in- 
escapable that had the Churches 
been before you, your protest would 
probably not have been necessary.” 


WEEKS WISECRACK 


nN 


By CONTACT ~ 


“Brilliant man—talked his 
client into believing they 
needed an on-the-spot 


marketing survey in Hel- 
sinki!” 
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ADVERTISER'S WEEKLY 


THE BIGGEST ATTRACTION — The continuity of the 
cinema is its biggest attraction for the advertiser. Every night 
millions say “let's go to the pictures”, and every week of every 
month brings new attractions to local cinemas to guarantee regular 
audiences for advertisers. Over 1000 popular ‘locals’ comprise 
the Younger Network of Cinemas and if you wished to book 
them all your sales message could command the attention of as 
many as 5 million actual viewers a week. 

The selection of cinemas for advertising is not to be 
influenced by any other consideration than the solid quality of 
the “readership”. The independent cinemas owe their inde- 
pendence to the continuous support expressed by their patrons 
in the weekly visit to the cinema. The value of this “readership” 
and continuity of advertising, of this ‘independent’ goodwill, 
is acknowledged by the 70 national advertisers who use the 
Younger Network. Our cinemas are to be found where you want 
them, in the busy industrial areas of the Midlands and the 
North ... in those places where most peopie live and work 
and buy the things you sell. 


ee 


YOUNGER | BUDGET FILMS AND FLMLETS| 


The Younger list of cinemas in England, Scotland and Wales with exhibiting rates 
are available on request from:—DANIEL F. WARNOCK, DIRECTOR OF NATIONAL SALES 


YOUNGER PUBLICITY SERVICE LIMITED 
28 ALBEMARLE STREET - LONDON : WI + REGENT 6593 
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FOOD 


VERTISER SS WEPKLY 


is used 


Potts and Partners Ltd 
to tell makers 


kinds of food products 


and marking advantages 


oft their client’s 


Announcement of 


MANUFACTURE 


17 Seratford Place, London, W.1 


TRAPINEX 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


TEWE specialised monthly 
journal dealing with all 
ciel engineering in which 


fart 


moving equipment are in- 
volved open-cast coal and 
iron ore, hydro-electric 
developments, 
clamation, harbours 
mast defence works, 
rewer widening, canal con- 


docks 


struction, et 


MUCK SHIFTER 
and Public Works Digen 
is another publication of the 


ECHNI 
| 


CHEMI AL 44ND 
ENCINERE IN 


All published at 
17 Stratford Place, W.1 


Spectmen copies 


7.15 


MaANURACTION. 
TEXTILE OOS Tere 


CURRENT ADVERTISING 


Leading Canadian lager to be 
launched here: Brewery plan 


To expand sales inside the 
criing area, Canadian Breweries 
international) Lid. have arranged 

one of ther most popular 
beers, Carling’s Black Label 
Lager, to be brewed and bottled 

1 British brewery in Sheffield 
It will be marketed, both in his 
country, Where it has not been 
sold before, and in some overseas 
territories where sales from 


Canada have been restricted by 


de llar searcily Canadian 
Breweries may ultimately build 
a brewery of their own here 

Although its gravity is higher 
han that of most other lagers 
the Canadian lager retails at the 
2ormal price 

James A. Hodgson Ltd., w:!! 
handle advertising and sales pro 
otion., Initially, the main effort 
will be to secure distribution 
which will involve expenditure 
mn pomt of sale material and 
some trade press advertising. For 
the first few months, the sales 
programme will be aimed at the 
class London market and sur 
rounding areas, including the 
South Coast 

7 . * 


ACCOUNTS MOVING 


Potter & Clarke: 
new agent, 


. . 
big campaign 

The taking over of the Potter & 
Clarke Lid., account on Septembe: 
| by Dudley Turner & Vincent Lid., 
will be marked by the launching oi 
” of the biggest advertising 
ugns in the 
history There will be large spaces 
ind follow up announcements n 
national dailies, leading provincials 
national weeklies and the trade 
press for both Potter's Catarrh 


company 's 


Pasulles and Potter's Asthma 
Remedy Considerable attention 
has also been given to sales-aids 
di display material 
* * . 


Grant Advertising Ltd. have taken 
over the advertising for Holloway's 
gin. 


* *. 
Redheads Advertising Lid. (New 


istie on Tyne) have been appomied 
izents for Wallsend SI og and 
Engineering Co., Litd., the marin 
ngine producers 

. * * 

Stowe & Bowden Lid., arc Laking 
wer the advertising for H. J. Lees 
& Son (London) Ltd. makers of 
mating 


Another radio sponsor 


Lamb Brothers, Lid jam and 
preserve manufacturers Dublin 
have taken time on Radio Eireann’s 
sponsored lunch-time programmes 
First broadcast was on Monday 
snd there will be 15 minutes week! 


Vv 
Agents are Arks Ltd. (Dublin) 
Artists are a local septet with Anne 
Zegler and Webster Booth 


Tea scheme after 
12-year break 


The first consumer campaign to 
be run by the Tea Burcau for 12 
years breaks on July 13, the day 
the tea ration i im sed to two 

if ozs. National daily and 


and a half 

Sunday papers w be used, includ 
ng il » triple spaces im the 
Daily Mirror, Daily Mail, and 
News Chromcle, and a half-page in 


the Radio Times. Trade advertusing 
covers the grocery papers. Agents 
S. H. Benson Lid. 

* * * 

Kent and Suwex Advertising Ser- 
vice Lid., have produced for the 
Crystal Cat Show, to be held at 
Olympia on August 22 and 23, 
4 poster making usc of a dark back- 
ground to throw up fluorescent 
paint to the best advantage. At a 
distance of over 100 yards viewers 
will see the shape of a cat with 
giowing cyes. On closer inspection 
nt will be seen that there is no draw- 


ng of a cat at all but merely a 
vieneticd black shadow 
* > ° 


Underwear made from C ourtaulds 
Viscana 1s being reintroduced. From 
Septem» onwards there will be 
advertising im Woman, Woman's 
Own, LEverywoman and Woman's 


Journal Agents: Stuart Advertie- 


ing Lid. 
. * * 
Remington Rand Lid. are extend- 
ing their advertising for the Reming- 
ton offic typew Additional 


n national dailies and 
periodicals. Other media includes 
tube and escalator cards and double 


. * . 

\ new campaign for Din-Din 
meats for babies is being conducted 
in women's sournals and nursery 
magazines The copy stresses that 
babies from five months onwards 
put on weight readily when fed on 
Din-Din meats which give them 
h first i! taste of “grown up” 
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Merck sign McCann 


As from next week MeCann- 


Merck (North America) lac., one of 
the world’s leading manufacturers 


Italy, the Netherlands, Portugal, 
Sweden, Switzerland, and Trieste. 
Advertising will be of two types — 

and profesional in 


institutional 


food. Agents: General Advertising 
Co. of Leadon Lid. Tiils agency 
is also handling a scheme in the 
medical press for Aurcomycin, a 
broad-spectrum antibiotic, made by 
Lederle Laboratories Division, of 
Cyanamid Prodycts Lid 
> > > 

To advertise the Leeds Shopping 
Festival, MiAtthias Robinson, a 
leading Leeds store, and Maenson 
tasloring house, co-operated with a 
half-page in the Yorkshire Evening 
Post. Agents: Pickersgill Publicity 
Service 5 

*. * * 

A new poster campaign on 
London buses for Battersea Plea- 
sure Gardens starts next week 
Agents: London Press Ex 
Ltd. 


* * * 
NEW_ ACCOUNTS 


Seott-Turner and Associates Ltd. 
have been appointed agents for 
H. J. Enthoven & Sons Lid., second- 
ary lead smelters and refiners and 
solder manufacturers. The account 
covers the Liverpool subsidiary firm 
of Pure Chemicals Lid. 

* * * 

Commercial Advertising Service 
Ltd., Manchester, have been 
appointed for Nustyle fireplaces. 
Lancashire dailies and weeklies will 
be used 

. * . 
OVERSEAS ACCOUNTS 

Wm. Hollins & Co. Lid., manu- 
facturers of Viyella, have appointed 
Havas Ltd., to take charge of their 
advertising on the Continent. Plans 
are bemg made for autumn cam- 
paigns. Antony Warham Lid., im- 
porters and exporters of food pro- 
ducts, have re-appointed Havas 
Ltd., after a ten-month break. 
Campaigns are being run in Europe, 
South Africa, Ausirialia and New 
Zealand. 


At the press party to launch Carling’s Canadian Lager. Left to right 


James A. Hodgson Tanfield” of the 


Daily Mail” and F. W. F. James 


of the adverosement department, “Continenial Daily Mail. 
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Unknown contributor to all the best papers 


Yesterday's newspaper, baby’s scribbling pad today, 
began as a wafer-thin sample in the laboratory of 
technologist John Hargreaves.* For Hargreaves is one 
of those responsible for the quality of the paper on which 
many of your newspapers and magazines are printed. 
In charge of one of the testing laboratories at Bowater’s 
Mersey Mill his job is to check the condition and 
characteristics of the raw materials of paper-making as 
soon as they are delivered. 

In the fascinatingly ingenious apparatus with which 
his laboratory is equipped, Hargreaves, a sceptic by 
training, makes specimen shects of paper from samples 
of the pulp, which, after his report is approved, will 
presently be used on the giant paper-making machines 
in the mill. But Hargreaves and his laboratory are only 


Se 


—— The whole wealth of Bowaters craftsmanship, experience and research in the art of making paper the “know-how” in short —is freely at your service 


- THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN UNITED STATES OF AMERICA ~* 


part of the long story of Bowater quality-control which 
goes on until each reel of paper is individually scrutinised 
and approved by skilled technologists, working in relays 
twenty-four hours a day. 

Ask Hargreaves if he has a hobby and he'll 
reply, briefly, “Breeding tropical fish.”. A moment 


, 


later he'll murmur “Very satisfactory,’ 


though you'll 


take longer realising it’s a specimen 
of paper and not his hobby he’s 
alluding to. It is this contagious enthus- 
iasm of the laboratory workers that 
is largely responsible, in these diffi- 
cult times, for the high quality of the 
paper so essential to the free press’ — 
of the democratic world. 
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We Hear— 


uvities and im future will handle 
very type of display of exhibition 
for both commercial and municipal 


THAT Donald 


and copy 


THAT Brittsh born David Ogilvy, 
4\-year-old vice-president of Hewitt 
Ogiivy, Benson & Mather Inc. feels 
flattered at the copying of his idea 
which he got from pictures of cx 
Ambassador Lewis Douglas who 
lost the sight of an cye while fishing 
m Britain 

* * . 
THAT “Distribution Dynamics 
one of 1t subjects on the pro 
gramme for the Wholesale Textile 
Association's annual summer school 
openmg on July 

* > > 
THAT about twenty members of the 
Press Advertisement Managers’ As 
vacmtion visited Bowater Lloyd's 
eull at Sittingbourne, last week 

. * * 


THAT because of the considerable 
financial awistance which would be 
the executive committee 
Representative Charch 
Councitt has decided Ht is not at 
present a practical proposition to 


— a weekly newspaper of the 
piscopal Church of Scotland. 

. . . 
THAT the National Book League THAT R. EE. Williams, publicity 
has assembled two exhibitions of manager of Punch and Countryman 
Hooks on the Colomes ss out of the country on a short 
. . . business trip 
Wradham “ tid. who . * ° 
THAT included in the “Purpose and 
Pleasure” exhitition of International 


THAT 
until now 
window displays 


ha ve nirated on 


nding thei 


THE HOME MAGAZINE 
with a country flavour 


Covers the country from more than 
one hundred centres, and it carries 
your message to the whole family, 
appealing to young and old alike. 


It will be to your advantage to include this 
publication when planning your schedul 


ROBERT 


( 4d 


A. YEOMANS 
mont \lanager) 
Station Buildings, 


New Bridge Street, London, E.C.4 
Tek CE Ntral 5593-4 


This shows 
subjects for pu 


window 


ions purposes 


Westminster, illustrating each aspect 


In smaller pictures on the right 
are shown of the bu left) sold to 


und installed 


can be 
lt is one of a series at Vickers House 
of transport, by 


lisplay 


used to present engineering 


land, sea and air 


arious features of construction and testing 
Argentina 


The display 
Olympia Lid 


was designed 


typography 
work of 
George Mayhew, 
tiwsing Agency Lid he specimens 
included advertisements folders 
ind posters produced for the Army 
& Navy Stores irtaulds, The 
Royal Festival Hall, Simplex and 
Sound Brand Boo 

* * * 
THAT Cheltenham Chamber of 
Commerce are protesting at their 
town council's decision to cut press 
advertising. 


* al * 


ccrmens of the 


THAT setting up of a permanent 
on advisory body for local 
pubhe relations was 
recemt conference 
onal Association of Local 
Government Officers 
. * 


THAT the na 
at Lyons will held from 
Pa) 1953 Londo presentatives 
are Robert Brandon & Partners 

* al * 


THAT the Danish journal Politiken 
published a page in English about 
the international Youth in Advertis- 
ing Conference held in Copenhagen 
last week 


onal Fai 
April 11 


Football league 


for ad. men 


A mecting to consider the forma- 


tion of an Advertising League for 
football was held last week 

Fifteen persons representing 
cleven agencies and advertising 
houses were present and & Ww 
Wilson (Samson Clark & Co.) was 
elected chairman for the meeting 

lt was decided that as this was 
only a mecting to decide the pos 
sibilities of a leaguc, major decisions 
on policy should be fi to a full 
meeting to be held “Earl 
Russell Mortimer  Stre next 
Tuesday 

It was proposed the League 
should be made up nine teams 
Seven houses have said Mey will 
turn out full 


F. Highams 
Samson Clark 

Northern age will be 
lenged t d entativ 

tf sa tx nade to 
pitches near Lond Financial help 
will be needed 


ARERR ROR EEE EE EEE E HEHEHE Eee ey 


Lane Hotel 
InstiTuTe OF PuRmtic RELATIONS 
to Ford Motor Co. Led 
Charing Crows Pier 


Tuevday. July 1. 
ADVERTISING Leacur roe Foor 
Balt Eart Russell” 6 pm 
edness 2 


Srerer Corom~ 
meeting 


Cie 
Gerrard 


Cus oF Lonpow 
Little Journey to Lines Bros. Lid 
Merton 2 m 
InstireTe oF Pumtic ReLaTions 
Lunchtime mecting HK. Lewn 
on Public Relations and = the 
Cinema 


PERE E eee eee eee EEE EEE EEEEEE EEE EEE EEEEESEEEED 


Legal and 


Gazette 
WILLS 


Leste Avram Buenert, of 23 Church 
Sanderstead. Surrey. a director of 
George Murray (Advertising) Lid left 
£9.905 lis. 6d gross, £9.7 Bs. Od. net 
Samurt Water, of 4 London Road 
Hinckley Lewes Principal of Samuci 
Walker Lid. printers and publishers. a 
director and former chairman of the 
inck ey Permanent Building Society, and 
time director of 
left £14,769 16s 
6s 9d net 
Evety~s Mansy Doony, of 
Road, Tonbridge, Kent 
late editor of the Tonbria 


director and secretary of the 
feft €1.78S 3s. Od. gross, £1,697 
ne 


NEW COMPANIES 

Lamotte Press Lid... 46 St James's 
Street. London, SW I Proprietors and 
publishers of newspapers. journals, maga- 
zines. Nominal capital: £100. Directors 

Lamotte and W. Griffith 

Edward Ward (Publishers), Led. 16 
New Strect Lewester Nominal capita! 
110.000 Permanent governing director 
and chairman: F. E. Ward 


CHANGE OF ADDRESS 


Crest Publicity Lid. ) "6 New Bond 
Street, Wi 
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= Be a MAN-Shove with 


= 
A 


= . ae ee o~ ) 
Po : 
& F z This advertisement appears in the July issue of 
tA P a BOY’S OWN PAPER. Messrs. Saward Baker 
£ fe and their client are to be congratulated on 
Ba their intelligent anticipation. They know the 
Ee immense potentialities of B.O.P., the only 
EH magazine to cater exclusively for the boy on : 
EA the threshold of manhood—the boy who is ; 
= fast developing buying habits which will last 
* him a lifetime. Stake your claim in this 
4 vast market, one which BOY'S OWN PAPER 
ie has served faithfully for more than 73 years 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4. Telephone : Central 1732-3 
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GOOD EXPORTINEWS 3 


Sir Miles’s words 


went home 


Addressing the 4%h annual 
convention of the Advertising 
federation of America in New 
York, Sir Miles Thomas, 

of the Advertixing 

said: 

ewmence of our 
being, the very survival of the 
free nations of the wortd 
must depend upon a two-way 
flow of goods and services. 
If you place a brake on that 
you imevitably discriminate 
again’ your own future, as 
well as ours.” 

Since this challenging state- 
ment was made the lt nited 
States Tariff (Commission has 
refused to recommend any in- 
crease in the import duty on 
motor-cycles and motor-cycle 


parts. 

This has been hailed by the 
“Washington Post” a= a 
“serious rebuff” to protection- 
ists who have been trying to 
“nullify a liberal trade policy 
of 18 years’ standing.” 


Se alll 


PR com 


“WHAT LANCASHIRE 
SAYS TODAY . . .” 


Writing in the July issue of the Manchester 
(the Bishop's 
Bishop of 
exhorts all im the diocese to read a Church 
paper 


Drecesan Leaflet monthly 


newsletter) the Manchester 
be writes 


Tastes differ on Church News 
papers, but my personal preference | 
is for the Church of England News. | 
paper § | find its articles are well 
written, deal with the things that 
matter, and its point of view is 
broadly representative of the 
Church as a whole.” 


Net only 


diocese ¢h 


Manchester, but in every 


sghout the country, more and 
coding the Church of 
England Newspaper each week. it is the 
paper that people 
what the Church 


more people are 


ok to to learn not only 
m domg, but whet the 
(hw h he i be & "ee 


Advertsemen 
i reaches 
Clergy wh 
and the » because they with to 
stay well-onte 


CEN each 


look forward to their 


Advertisement rotrs wuppled on app 
an MARE 


Adve'( sement Monoger 


CHURCH OF ENGLAND 
NEWSPAPER 


33, LUDGATE HILL. LONDON EC 4 
City 3063 


G. F. KRUSE 
ToD. 


ane 
357 SPRING STREET wi 


This giant 
face-lift on Saturday 
was erected. Designed by 


Speedway Signs, the new display 


5? foot long Esso outdoor 
when an entirely new 
Mc ann-Erickson 
which is 


sign in Piccadilly, had a complete 
display of “Happy Motorists” 
Advertising Lid. and built by 
extensively floodlit at night, 


highlights summer holidays and features typical holiday motorists en route 
for coast and countryside 


NEWS ABOUT PEOPLE 


Continued from page 570 


H. Dawsen-Salmoa, who joined 
Argus Press Lid., in April to repre 
sent Aeromodeller, Model Maker 
Master Detective and True Detec 
tive, has been transferred to True 
Story and True Romances advertise 
ment department. K. E. Osmond, 
formerly in the advertisement de 
partment of Fashions & Fabrics 
has joimed Photoplay. 43. G. Self, 
has been transferred from Photoplay 
to represent Aeromodellier, Model 
Maker, True Detective and Master 
Detective. 


* * am 
The Fleet Street Players have 
cleeted these officers for the coming 
treasurer; Mrs. 


P. 
snd Mrs. E. Catehpole, committee 


Play readings are now being held 
and anyone interested should con 
tact the secretary (Temple Bar 
2424) 


Joining L.1.P.A. 


next week 


Drummond L. Armstrong, [or 
merly director-general of the Adver- 
ising Association, joins the Institute 
of Incorporated Practitioners in Ad 
vertising next Tuesday He will 
become director of the Institute on 
the retirement of C. Anstice Brown 
at the end of the year. 

_ * * 

C. H. Chaplain, manager, publ 
city department, The British 
Thomson-Houston Co., Lid, 
been elected chairman of 
British Electrical and Allied Manu- 
facturers Association publicity 
committee, V. J. Faulkner, pub! 
city manager, Crompton Parkinson 
Lid., has been elected vice-chairman 

. * * 

Dr. Naamdi Azikiwe, managing 
director, Ziks Press, of Lagos (repre 
sented in Britain by African and 
Colonial Press) is in London on 4 
two months’ business visi before 
going on to Helsinki for the Olympic 
Games 


* * 

New members of the British 
Association of Industrial Editors 
Patricia M. Eagles, Morlands Works 
Magazine; Frank Hollis, Service 
Lines: and P. G. Studhotme, BN _S 
Magazine 

* * * 

Heary G. Payne, assistant works 
manager, Keliher, Hudson A 
Kearns Ltd., has captured for the 
printing trade one of the Mutual 
Security Agency awards open to the 
whole field of British industry. The 
sward is for the study of manage- 
ment in the U.S.A. Mr. Payne will 
spend nine months in the U.S.A., 
ncluding six months at a university 


or technological institute, and the 
remaining three months in Amer- 
can printing works 

* * * 

First change for many 
years in the News Chronicle adver- 
tisement department is announced 
On Tuesday C. D. S 1s 
taking over “motoring” from W. L 
Ga who is leaving to join the 
Financial Times 

* - * 

Sydney Harris, of Alfred Bates, 
who has been ill for time, is 
making progress 

* * * 

Cc. J. Johnson, who has been 
Birmingham branch manager of 
Crompton Parkinson Lid. supplies 
division since 1950, has been ap- 
pointed sales supervisor (training) 
attached to the head sales office in 
London. His place at Birmingham 
will be taken by ’. Whitaker, 
Cardiff branch manager. J. Watson, 
of Manchester, will be the new 
Cardifl manager 


mayor 


some 


OBITUARY 
Miss E. M. Croal 


Miss Evelyne Marie Croal, pro- 
pretor of the Haddingtonshire 
Courier, who took over the paper 
on the death of her father—James 
Gibson Croal—in 1924, has died 


Miss J. Wortley 

The death occurred last 

Miss Jessie Wortley, former office 

manager with Poster Services Ltd 

She was with the company for over 

20 years and left last year owing to 
ill health 


F. W. Potter 


Fredenck William Potter, asso- 
cuted with Wyman & Sons for 37 
years, and for the last I! years co- 
managing director, has dicd at the 
age of 56 


week of 


‘Evening News’ type 
change for smalls 


A new type for classified ads. 
4} pt. Claritas—-was introduced by 
the Evening News on Monday. Pre- 
viously 5 pt. type was used 

The type was chosen mainly be- 
cause of its att ve appearance. 
There is only sight saving in 
space, although a word or two extra 
can be accommodated in cach line 

The rate is 10s. a line for the A 
or B edition and lls. for both 
editions. 
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Coronation 


souvenirs 
Sir David Maxwell Fyfe, 


Newsbri 


Growing demand for plastic 
goods throughout Far Eastern 
countries is reported by A. H. 
Munroe, cxport sales manager, 
Halex Lid., who is just back from 
a 28,000 mile business trip 

* * * 

Price of Spicers A.l. toilet rolls 
and flat packs has been reduced to 
Is. 2d. 

* * * 

Distribution in this country of 
perfumes by Jacques Fath, is being 
undertaken by Reville (1946) Ltd., 
of Bruton Street 

* * * 

Pond’s are marketing an 
economy-size lipstick selling at 
4s. 6d. Pond’s normal schedule for 
advertising will be used. The 
agents are the J. Walter 
Co. Ltd. 

* * * 

A Newmark watch is now avail- 
able with a rose gilt face. It is 
being featured in Newmark advertis- 
ing this month 

* a * 

A toy washing machine which can 
be filled with water and soap flakes 
and washes dolls clothing is the 
latet addition to the range of 
Vulcan toys. 


Composite features for 
Food Fair 


Special composite features with 
articles and advertisements will h~ 
run by the Daily Graphic during the 
Food Fair which opens at Olympia 
on July 5. Kemsley Newspapers 
have taken a stand at the Fair, 
which will include the photographic 
exhibition on the life of the Queen, 
which is now touring the provinces. 


Westminster Press 
In an advertisement for 
minster Press Provincial 
papers Lid., on page 585 of 
issue, the Leeds office add 
should read: 11, Albion Place, 
Leeds, | (Telephone: Leeds 24998). 
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Publications News and Notes 


Flying copies 
to — 


Power Laundry 
ing ee (sccated Th lifle Press) 
is producing a special export num- 


ber on Saturday designed to show 
the overseas buyer all that is best 
in British plant, practice and cquip- 
ment The issue is timed to co- 
incide with the International 
Laundry, Dry-Cleaning and Dycing 
Exhibition, Paris, June 28—July 6. 
Copies are being flown to Paris for 
the opening. 


> * 
The Record, published 
weekly by James Johnstone & Son, 
Kingussic, celebrated its SOth anni- 
versary last week. The journal was 
founded in 1902 by the late James 
Johnstone, who served his appren- 
ticeship aS a printer wit the 
Inverness Courier. lan B. Johnstone, 
son of the founder, who edited the 
paper for over 20 years, died two 
months ago. The business is being 
carried on by his brother, W. B. 
Johnstone. 
* * > 
Following on the incorporation 
of Parents with Childhood, the rates 
of Child have been increased 
as follows: ordinary monochrome 
page £30 (from £25); special posi- 
tion page £35 (£30); four-colour 
page £50 (£45). 
* * * 
Lehen-is-Sewwa, Malta's bi- 
weekly Catholic newspaper, cele- 
brates its silver jubilee in Septem- 
ber, when a special number will be 
published. 
* * * 


The Jewish Monthly, published 
by the Anglo-Jewish Association, 
has ceased publication owing to 
rising costs of production. hk was 
founded five years ago. 

* > * 

The Sunday Pictorial is offering 
a guinea to the first reader to spot 
errors of fact in the paper. Com- 
menting in last week's issue on 
errors the Pictorial stated ° 
we don’t like them. In fact, we 
hate them. At all events we pro- 
pose to admit them publicly.” 

* . 

The Summer | Books Number of 
John O' London's Weekly will be on 
sale July 4 A colourful feature 
of this double-size issue will be its 
bright seasonal cover, 

* * * 
mateur Gardening, the Newnes- 
Pearson weekly will be “off ration” 
next week. Sufficient copies will be 
available to meet all orders begin- 
ning with Monday's issuc 
* * * 

July issue of Charles Buchan's 
Football Monthly is a special Con- 
tinental tour edition. 

* * > 

Owing to technical difficulties, 
July issue of P H 
is running behind schedule. 
sale has been postponed 
Saturday. 

* > * 


the 


Day of 
until 


The Wholesale Confectioner, 
monthly official organ of the British 
Federation of Wholesale Confec- 
tioners, has produced The Whole- 
sale Confectioners’ Year Book and 
Buyers’ Guide, 195) edition. Giving 
lists of wholesale firms, manufac- 


tu a products index, and much 
meational and economic infor- 
n mn, & is supplied automatically 


to ihe Pederation’s 2,100 members 
and +s available to non-members at 
One guinea per copy. A number of 
confcctionery manufacturers adver- 
tix a. 
> > > 

Ine Architect & Building News 
is sblishing a special “British 
Building Equipment for the World” 


r on July 3. Circulation of 
the «sue is being specially aug- 
menicd to include English-speaking 
archiccts in 85 countrics. 
* > * 
The Cumberland Hotel, London, 
Ww conjunction with the 
Graphic, is running a dream mea! 


competition. In answer to a chal- 
lenge from M. Dowheret, chef de 
cursine of the Cumberland, Daily 
Graphic readers will send in their 


dream meals. Six prizes to be given 
by the hotel include railway fare to 
London for two, a night at the 
theatre, a stay at the hotel, and the 
dream meal served to them. 


British ad. maps 
guide holidaymakers 
in French towns 


The French press has recently 
given wide publicity to the in- 
sialling by the Davis Advertising 
Service, Manchester, of one of 
the firm's illuminated wall maps 

incorporating advertisements 
at Comprtgne. 

Theme of the press reports has 
been that English tourists visiting 
Compitgne this summer will be 
guided by maps made in Eng- 
land. A second wall map is 
shortly to be set up at Bethune 

Nearer home: Negotiations are 
proceeding with a view to in- 
stalling a wall map at Man- 
chester’s city centre bus station. 
Three more are soon to be set 
up in York. 


. 
No axe-grinding 
Principles observed in newspaper 
production in Britain and America 
were debated in London at a mect- 
ing organised by the English- 
Speaking Union to mark the 100th 
anniversary of the New York Times 
and publication of the final volume 

of The History of The Times 
Sur 


Arthur Willert, former cor- 
respondent of The Times in the 
United States. said the essence of 


the spirit of both newspapers was 


complete independence, aloofness 
from party ties The proprietors 
never ground personal axes: they 


regarded their undertakings not as 


private enterprises but as public 
trusts 
Raymond Daniell, chief corres- 


pondent in Britain of the New York 
Times. believed that the reasons 
why the two papers were regarded 
as national institutions in their 
countrics was that they observed 
the principle that the function of 
newspapers was to inform readers 
about what was happening in the 
world and to clucidate the meaning 
of events intelligently and fairly. 

Cruikshank, editor of 
News Chronicle, presided. 


the 


ADVERTISER'S WEBKLY 


CLASSIFIED ADVERTISEMENTS 


Continued from page tii of cover 


APPOINTMENTS WANTED 


A YOUNG (6). caperienced ond cflicicn 


advertisement representative & scoking 
advancement 
Box 469° Ad. Weekly 180 Pleet St BCS 
DESIGN STUDIO offers intividual ser 
vice in all pes of art work, lettering 
we ek LORRAINE DESIGNS 
841 hh ah Road Ni) Hillside 1574 
UN ANGLAIS = ECOSSE, experienced 
print, colour booklet. sews, etc 
Press comtacts “Can Jit. estimate cast 
trench, music RSVP 


180 Pieet St BCS 
ACCOUNT EXPCUTIVE, *) 
wants permanent re 
London Agency F 
of all aspects of nations 
ao ounts 


FREE LANCE SERVICES 


FREE LANCE work wanted by black 
white artat. specialising in technical 
iiustrations, LORD. Airedaic, Hythe 


End Road, Wraysbury, Staines 
FIRST CLASS FREE LANCE decoretve 


designer for ceramx wansiers. table- 

mats bos -tops grectings<ards, ctc 

secks further comminnons 

Bou 4704 Ad We cckly 180 Fleet St BCS 
FIRST CLASS lsyour snd design. still- 


iife, and letrerng 


1S years’ experience. West End Studio 


Write 
Box 2728 Ad. Weekly 180 Pleet S BCS 


BUSINESS OPPORTUNITIES 


SMALL COMPANY (Advertone Coo 
tractors) for sale Excelient media. 
good scx 


Box 4706 Ad. Weekly 180 Fleet St 


Box 4707 Ad Weekly 180 Fleet Ss hoe 


OVERSEAS ADVERTISING 
CHALCROFTZLIMITED Potter a firse- 
class “on the spot” advertising service 
in South Africa, Australia, New 
Zealand, Canada, india and Pakistan 
Please telephone 
PADdington 92464, or write: 
Thanet House, Craven Road, W.2. 


ACCOMMODATION 


SMALL OFFICE REQUIRED 
Street area by Publisher, or w 
working cipenses with 
representative 
Box 4718 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS FILLED & 


Bor 449%. This position has now been 
filled and the advertiser wishes to thank 
all who applied for the situation 


SALES AND WANTS 


ADDRESSOGRAPH B Record Frame 
wanted in large quantitics Sead 
sample and ce to Sporw Printers 
(Black pool) c Grove, 


Marton. Black pool 
ae ADY apgh tl tal 
CHINE. Practically unused 
— t condition. Low price far = 
sale 
Box 4698 Ad. Weekly 180 Fleet St BC4 


in Fleet | 


PRINTERS 


SATISFY es in —yrs 
Tintera Prows W catborough 
W este liff-oa Sen. 


OLD ESTABLISHED Printers bering in- 
stalled additional plamt, sow have capa- 
eny for periedical end i) 
Prompt deliveries, -— 


id.. City Caries ase. a oad, 
Loadoa, N.1. 165 6 


Is your Publication 
Printed to your 
Satisfaction ? 


With the installation 
of additional plant 
a London firm of 
printers is now able 
to accept the 
production of one 
or two periodicals 
or house magazines 
with a limited 
circulation. 


The service offered 
is reliable and the 
utmost co-operation 
will be given. 


Box 4540 
Adverticer's Weekly 188 Fiset 6: EC4 


MISCELLANEOUS 


ar GUIDE TO A mae = 
FAR SES” 
ly M6 A. W. Hilton, 43 Pret ‘Sueet, 
Torquay 


GO AHEAD 


with thot Direct Moil Campoign wo the 
Making and Allied Trades: you'll 
find all che lavest British and Foreign lists 


in the 1952 “Paper Makers’ and Mer- 

of AN just off 
the press. 35/- post free. (40). seas) 
from , 190 


Fleet Street London, £.C.4 


SPECIAL ANNOUNCEMENTS 


WANTED 
AGENT who can let West End 
Wall Site opposite Theatre. Ap- 
proximately 1,000 sq. ft. 
All enquiries, to 


Box 4709 
Advertiser's Weekly 180 Fleet 61 ECE 


See June 12 issue of Advertiser's 
Weekly, pages 506-507 and 509 
for the Advertising Services 


& Supplies Section. July 10 
will be the next issue con- 
taining these Services. 
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ADVERTISER'S WEEKLY 


we ven 


ew ~ Of TROOR 


« onrery NT 


ng draws ‘e 


WO « 
Bridge Mile Holland %& 
@ving detasis 
eoperieme end wiary required 


We require in our London 
Studio 


COMMERCIAL ARTISTS 


experienced in the design and 
construction of showcards 
Applications only considered 
from young men who are able 
to submit reproductions of 
work of the highest standard 
Apply by letter to 

JAMES HAWORTH & BROTHER LTD 


Rossendale Works Chase Side 
Southgate 814 


fale 


RATER APPOINTMENTS VACANT, Se 64. per Mme, 405. per 


APPOINTMENTS WANTED, i. per tae, 3s. per dinpiny panel 
eaostons, ©. ow ns, Gis. cer Goptny panel teh. Minten asm 
oa. 


peetage 
ander seven imertions ML ST on ‘pmar at. 
Leadoa, E.C4. 


188 Fleet Street, 


“As one 
. Stee. Box No. 
on spplication: of 
A@éress: “ A@vertiner's 
(MAmcery 8644 


APPOINTMENTS VACANT 


fhe employment. rcepted the 
Netificaties of Vacencies Order 1951." 


YOUNG LADY ACCOUNTS CLERK 
A , 


required by dvertsing Agents 


Sweet area Good prospecta 
Soheme Holiday this year 
fal know of thee ad) Write 


esperience 4200 salary re 


Ad Weebly 180 Fleet St Pos 


SCOTTISH 
REPRESENTATIVE 
FOR LEADING 
TECHNICAL AGENCY 


W. Hopwood & Co. Ltd, 
industrial and technical adver 
tising agents, seck to appoint 


4 representative able to nego 
tiate and conduct business at 
board level, with charge of 
their Glasgow office A 


seasoned knowledge of agency 
procedure, office routine and 
correspondence is essential 
This will be a permanent posi 
tion in a growing agency 
Applications should state age 
experience and salary and be 
addressed to the Chairman, 
W. Hopwood & Co, Lid 
67a Mosley Street, Man 


chester, 2 


ARTIST, first class ai! round general 
artut for London studio Holidays by 
arfangement, 60d salary offered with 
ideal wed thorns 


Box 4673 Ad Weekly 180 Fleet St BC4 


and literature 


salary than is usua 


Write giving full 
salary etc, to 


Advertiser's Weekly 


A st 


Can you write 
Technical Copy ? 


If you can, there is a good job in one of the 
leading Agencies in London. 
seek is already with an Agency, or more 
probably, occupying a responsible position 
with one of the large Engineering groups, 
writing and planning technical advertisements 
He can talk technicalities to . 
Heads of Engineering Departments and win 
their complete confidence. 


This is an interesting job, with a higher 
in Technical Advertising. 


details of experience, age, 


Box 4708 
180 Fleet Street, London, E.C.4 


know of th advertisement) 


The man we 


"Phone your Classifieds 


ARTIST WANTED 
for producing accurate lee drawings 
ot machine pare for instructional 
iterature Apply with specimens 
Persoond Deparment. 
CESTETNEX LIMITED 
Broad Lane, Tottenham, N.17. 


ASSEST ANT PRODL CTION MANAGER. 
Di Advertsing Agency 


| cading 
requires \ 
Predation M “ 
ore mis CEpCTIONc§ 


tion Departments 
Production and ¢ 
Generous salary. « 
(hh and sound 
wuplied with permar 
holiday w be a 
arrangements already made 
Hox 4681 Ad. Weekly 180 Fleet St EC4 
SHOCRETARY required. aged 25/55. by 
Advertisong Manas { targe Indus 
trial Organisation in | ondon Previous 
Adveriming cxupericnce an asset Write 
stating - capericnce 
required Bor AW i441 at 191 
Gresham i. ruse, £¢ 
APRICAN AND COLONIAL Press 
Aact&y requires clerk typist interested 


werseas publications 
Aae about 2° Write of telephone for 
appowmmment HOL 6644 


WORKS NEWSPAPER An Assistant 
Editor & required for the Works News 
paper of a large industrial organime 
tion in the North East He should be 
a keen and thoroughly experienced 

vurnalat with a knowledge of layout 


“4 qualifications 6 
ec Stall Manager. quot 
7 w 


eckly 180 Pleet St BCS 


EXPERIENCED SITE FINDERS 
For London and Provinces required by 
well-known Outdoor Advertising 
Organisation. Generous salary, excel- 
lent poss: Dilitres. and = = permanent 
positions to men able to produce good 
results Commission and expenses paid 
Write giving full details to 


Box 4452 
Advertiser's Weekly 188 Fleet 61 EC4 


Two GooD PROM A alapaed MEN 

. me diaic mall busy 
Street areca) Must be 
and sd Ww 


experienced men can hope for 
permanency and advancement Salary 
1500-46000 according to ability Write 
fu partwudars 
Box 4682 Ad Weekly 180 Fleet St BC4 


VISUALISER WANTED 
By leading Lendon Agency 


Applicant must have original ideas, and 
the ability to produce quick, slick lay- 
outs for] presentation ‘to clent. Write 
experience and salary required to 


Box 4700 
Advertiser's Weekly 180 Fleet 6t EC4 


JUNIOR ASSISTANT peer for Pub 
levy of 


epartment utomobilce 
a sonics manufacturer Excelient 
portunity t ca pr uetins side of 
advertising Canteen Saturdays 


Hyan (Dievwion of General Motors 
Le.) 1 Grosvenor 3 Sw 

WE ARE A young cxpanding agency in 
the West Riding of Yorkshire, and are 
looking for an Accounts Excoutive wo 
inwoduce and develop ocw business. 


Good Prospects DAA 
Our own staff know of 
Send full details to 
Bou 4054 Ad. Weekly 


preferred 
the vacancy 


180 Fleet St BC4 


June 26, 1952 


CLASSIFIED ADVERTISEMENTS 


SOUTH AFRICA 


ALL-ROUND 
COMMERCIAL 
ARTISTS 


Expanding SOUTH AFRICAN 
advertising house has open- 
ings, with good salary and 
bright prospects, for two 
versatile and widely experi- 


enced commercial artists. 


Candidates should supply de- 
tails of experience and 
positions held within the last 
five years. No original testi- 
monials or artwork should 
accompany 
Selected candidates will be 


interviewed in London within 


applications. 


the next 2-3 weeks. 


Box 4499 
Advertiser's Weekly 180 Fleet 8: ECE 


‘ 


to CHA 8844 (Ex 25) 


hr "7? gu ASSISTANT RE. 

OU MRED. Inte!ligent keen young 

man ~ x. for live general agency. 

West End. Familiar with blocks, iay- 

oul, copy. progress wor! 

Box 4690 Ad. Weekly 180 Fieet St ECs 
SPACE SALESMEN in provinces wanted 
For good class weekly. On commission 
only. State experience, districts covered 
and terms required 
Box 4689 Ad Weekly 180 Ficet St BC4 


WANTEDS 
NOW! 


An Agency-trained young man, 
or woman, with brain, heart, 
wits and integrity can make a 
niche with good prospects in a 
small, busy, friendly, old-estab- 
lished West-End Agency needing 
permanent help in Production 
and ‘Copy-detail’; £5 to &7 p.w. 
according to experience. 


FINISHED ARTIST 
AGE 19-25. Capable of producing 
line and wash drawings, letter- 
ing, etc. Salary about £8 p.w. 

Box 4702 
Advertiser's Weekly 188 Fleet St EC4 


MALE ASSISTANT, aged 25 30. re- 
quired for Sales Promovon Department 
ot a leading technical ang trade 
journal publishing house Preference 
given to applicant with direct mail cx- 

tence, ome able w write a good 


State particulars and 
salary cequired 
4691 Ad. Weekly 180 Fleet St BC4 
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APPOINTMI VACANI 
?ART.TIME T- amc 

hare ~ caperic™me Mules y —— 

usewial asecxciaton of specialists. Box 

it. W.BG. WD Cheapedtc, Leadon, 


ass ASLISHED WEST — stlpDlo 


Quilce represen.at service 
cam s sod mi a ne 
Dusiness Appi “ants Must Gave kouws 
sme COMM! ia) 200 Lavon paoto 
ea tacciicai uppeortunity 

Boa 400 3. Weekly iv ricet St BCA 


salary foquurcd 


AS ist Fleet St EC 4 

A SALES MANAGER roquiced wo 

wel fom teag Vane 
— 


Weta. 


we 


caperience © 
Ss scdmunisirahon 
Aad cOwperation in 
and) pwint<ot -eaic 


cmpuc 


wad 


- c 
Box 4693 Weekly 180 Fieet St BCs 


FRONT - RANK 


COPYWRITER 
for 
AUSTRALIA 


Lintas Sydney need an ex- 
penenced copywriter able to 
initiate and develop complete 
campaigns for an impor 
lant group of accounts. 
Applicants should have a 
copy background of at 
least 5 years, preferably 
including experience of a 
buyer's market \ man 
who knows something 
of commercial radio and jts 
copy problems will be at an 
advantage This is a re- 
sponsible position in one of 


aiso 


the largest and best 
equipped agencies in 
Australia, and Carries an 
ttractive salary with ex- 


llent scope for the future 
The general atmosphere 
and marketing situation are 
a stimulus to an alert 
minded man with initiative 
and know-how Send 
sufficiently full details to 
promote preliminary inter 


view (in London) to 


Box 4711 
Advertiser's Weekly 188 Fleet $1 EC4 


YOUNG MAN required by well-coown 
Seedsamen and Nurscrymen in Lana, 
Orimariy © assist Advertising Manager 
m t Production { catalogues and 
“her printed matter, als » the gene 
ra adminwtratkm ~ the department 
Good opportunity for keen and adapt 
able type to progress. Pension scheme 
State age fui details of education, 
experience and salary required two 
Box 4692 Ad. Weekly 180 Pieet St BCs 

SPACE SALESMAN wanted. capable of 
carning £30 weekly on good local media 
Apply onty if expe rienced to Sky Prew 
AMBassador 6628 to-day 

JOHANNESBURG—first Class Layout 


man (single) abie & jo 
{ necessary. req 3 
branch of well known London Agency 
Write giving fullest deta'ls 

Box 4678 Ad. Weekly 180 Pleet St EC4 


finished art 
w Johannesburg 


‘CLASSIFIED ADVERTISEMENTS 


tion to 


COMMERCIAL ARTIST 


offered interesting position in Sweden 


One of Sweden's leading agencies with a rapidly 
growing business wants to enlist the services of 
an experienced, all round, advertising artist for 
important creative work. Must be good ideas and 
layout man and fast worker, also capable of pro- 
ducing high quality finished art. Position may be 
of permanent or temporary character depending 
on agreement. Please write for further informa- 


Box 4686 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


PRODUCTION, experienced agency man 


fequired for progressive agency He 
should possess «2 good knowledge of 
biecks and type faces and be capable 
! handling technical accounts Holiday 
necments wo be respected Write 

© fest instance giving age, pre 


os experience and salary cxpected to 
B ‘ 24ers Ad. Weekly 180 Ficet St BCa 


SALES 
,PROMOTION 
MANAGER 


Well-known Diesel Engine 
manufacturer requires man 
capable of developing sales 


traiming and service training 
for the education of own and 
distributors sales and service 
staff. The man required must 
have qualifications to include 
production of literature, cap- 
able of handling exhibitions, 
and the right personality to 
meet important home and 
overseas customers. Engineer- 
ing background an advantage, 
but not essential 

Please write giving full details 
of experience, salary required, 
to 

Box 470! 
Advertiser's Weekly 180 Fieet 6: ECE 


COPY CLERK syontes for advertisement 
department known publishers 
of women's co Holiday Pre 
vious experience an advantage. Details 
ot age, caper ence education and 
present salary to 
Box 4688 Ad. Weekly 140 Fleet St BCs 


PART TIME SPACE SALESMAN 
d for monthly constituency 
magazine with high class cir 
vation in London Borough. Commis 
‘sion haws 
Box 4680 Ad Weckly 180 Ficet St BC* 
RETOLCHER REQUIRED, 
studi n London High ‘salary 
to first clas man Holidays as 
arranged. Full details of salary expect 


Fleet St BCs 


for commer 


to 
Bou 4674 Ad. Weekly 180 


| 


LETTERING ARTIST, 
esting work. five day 
call Art 
wi 


versatile, Imer- 
week Write oF 
Department, 7 Dean Street 


POSITION open tor an able youns man 
= Assstant t the Advertsing Man- 
ager of National 
ality and ability to 
necessary Give short outlme 
in advertising oo far State 
salary required 
Box 4714 7 Ad Weekly 180 Fleet & BOS 


MEDIA DEPARTMENT 


of well known London Agency 
requires expericnced assistant 
Applicants should have know!l- 
edge of all forms of media and 
planning of schedules Typing 
iS also a necessary requirement 
Write in confidence, giving de- 
tails of experience, age and 
salary expected to 
Box 4710 
Advertiser's Weekly 180 Fleet 6: EC4 


STLDIO MANAGER (‘Londonhk cxpei- 
enced in handimg bigh class work for 
Advertuang Agencies Capable of 
taking responsibility and at 
vise experienced staff wrt 
Box 4703 Ad. Weekly 180 Fiect St BC% 

JUNIOR IMPROVER WANTED | oy 
out and lettering 
Box 4715 Ad. Weekly 180 Pleet St BCA 

EXHIBITION DESIG NER required 
Only first class man need apply nd 
Display Service, 6 Carlisle St. W 

YOUNG AIRBRUSH 8 COLOL east. 
expericn.ed enlargements m quantity 
Phone BIS 9735 

REPRESENTATIVE required to 
advertisements for Local Editio 
old established specia sed monthly 
journal Willing © wave 
COM Mtas On Good 
details of cuperience ctc 
Box 4685 Ad. Weekly 180 Fleet St BOA 


High Class 
COMMERCIAL 
COLOUR ARTIST 


required in Studio by leading 
London firm of designers and 
printers. Applications required 
only from young men with proved 
ability to design showcards, 
posters, labels, etc Send 
samples of reproductions, along 
with application to 


Box 443! 
Adverticer's Weekly 188 Fleet 6: ECS 


obtain 


’Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER of 


Tents 
Equepment requires the 
adverteimg sgemt, who 
conduct « forceful 


vampaugn 
Box 4713 Ad. Weekly 180 Picet St BOS 

CAPE TOWN Production Ma 
(single), aso capable of doing 6 
standard of layout work 
Cape Town Branch of icading 
Agency Apply siving fullest details to 
Box 4079 Ad. Weekly 180 Ficet St BCS 

PROCESS ENGRAVERS substantia 
and olf established House —-require an 
Agem capabic of introducing orders for 
process engraving, ctc.. on a favourable 


.Ommason rate Full of rt time 
Box « Ad. Weekly 180 Fieet St BCs 
PACKAGE DESIGNER Laree manu 
facturing Ofrgan«ation in SW. London 
requires designers for cartons and 
novelty pecks who is capable of 
producing whole jo>- from sample 
pack and colour rough to finished art 
for all pes of reproduction. Write 


| ttny BE full details and salary required to 
Bor 6 Ad. Weekly 180 Fleet St BCS 


RETOUCHER 


Capable young artist re- 
quired with sound experi- 
ence of Technical Retouch- 


ing. Five day week. 

Holiday this year. Good 

salary Write or phone 

BATESON & STOTT 

45 ST. PAUL'S CHURCHYARD, E.C.4 
CENtral 2664 


SHORTHAND-TYPISTS, Secre- 
tartes, Clerks. ete. If you ae | in urgent 
need of maf, contact Em 
Excel House, Whitcombe Sweet, W.C.2. 
(WiHilvehall $924) We speculise in 
eficsent personne! 

DECORATIVE DESIGNER would like 
part-time job, studio of otherwiee 
Box 4705 Ad. Weekly 180 Ficet St BC4 


ADVERTISING PUBLICITY 
EXECUTIVE 


Mate, in the forties, seeking 
change, invites suggestions from 
Adverusing and Private firms 
where his wide experience and 


imitiative can be fully employed 
Experience includes Sales Mana- 


ger, Publicity (able direct pro- 
ducuion), Personnel Managing, 
Welfare, Art Buying and 
Managing Director of Block- 


makers with own art and photo- 
graphy studio closed by blitzing 
1941 


© years Enginecring background 
may imicrest technical firms re- 
quiring Advertising Manager. 


Box 4712 
Advertiver's Weekly 180 Fleet 6: EO4 


D.A.A., ALP.A., copy and ideas man. 
age 635, widely caperienced 9 ail 
branches of publicity, secks rcaponsibie, 
adequatcily-paid post in adverti« 
publ relations department or 


or 
with 
Agemy (as Manager or 


Senor Exccu- 
ve). 

Box 4694 Ad. Weekly 180 Fleet St BCs 
Dipioma Member of the ae 
cading Agency 


flow secking responsible position 
with national advertiser or agency 
Box 4695 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT ARTIST TYPO. 
GRAPHER, 4 years 
m national 
accounts, secks 
Marri 
Box 4696 Ad. Weckly 180 Pleet St PC4 


{ (Continued on page 605) 


progressive position 
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ADVERTISER'S WEBKLY 


fou CAN’T AFFORD 


to do without the i95 2 
ADVERTISER’S ANNUAL! 


Tuurspay, June 26, 1952 


— STOP PRESS— 


‘FAMILY DOCTOR’ CRITICS TABLE 


6 RESOLUTIONS 


Six resolutions on for 
, A 's joint 
ting with Irish Medical Associa- 


@ tHe FAtsest of false economies is to “ make-do” with an 
out-of-date edition of the ADVERTISER'S ANNUAL: 
you are not saving money—you are wasting it! Consider 
these facts :-— 


Well over 100,000 corrections were made to entries in the 1951 
ANNUAL. Changes by the thousand, had occurred in rates; 
sizes; press days; personnel; addresses; phone numbers. New 
publications had been launched-—-old ones merged, or discon- 
tinued. New appointments had been made; new 
formed; and many an account had changed hands. Never in 
the history of the ANNUAL had revision been so drastic. 
Every time you use even the 1951 edition you run the risk of 
error, and consequent expense and delay; and the older your 
ANNU AL—the greater the likelihood that it will let you down. 


All the Latest Advertisement Data—in One Volume 


No one engaged in Advertising and the allied businesses can afford 
to do without the 1952 ADVERTISER'S ANNUAL. Corrected right 
up to press day. and incorporating hundreds of entirely new entries, it 
brings you nearly 1,000 pages of dependable, daily-needed facts and 
figures about advertisement media, services and supplies: data you 
must have for the planning of any advertising or marketing campaign. 


With the 1952 ANNUAL alone you cam: plan a 
complete advertising campaign down w the last 


ANNUAL i 
ind current space rates, sizes, screens and The in Brief 


days of British and overseas publications. British Newspapers and 

ywential buyers of apace and supplies; compile, Periodicals (with vases 

and revise your mailing lists; learn the - ‘ 

tails about advertsing agents ang their sizes, press days, mreens 

advertising Managers ‘ame advertisement manager, etc) 

te and other particulars about National Advertisers; Film 

2 firms, see the sources of any and Screen Publicity Special 

a find — ‘ ists; Engravers and Block 
answers t OL everyday westior fe a 

ymceming ry phase of advertising and publishing pang bee a Se 

chanical 3 


Supplies Low: Order NOW [i see Civerusne 
Supplies of the 1952 edition are very low; Contractors; Commeretal 
and as orders for the few remaining porto ee on 
copies are being met in strict rotation, we British Ad. Agents and 
strongly urge you to fill in and post the 

coupon without delay. 


--=--=Fill In and Post Today: ----- 


makers, Tyvpelounders, etc 
Business Publications Ltd., 180 Fleet Street, London, E.C.4 


Please send us by return 
of the 1952 AD 
VERTISER’S ANNUAL 


one copy 


for which invoiwe us on 
despatch at the post-free 


price of 40s 


Name 


Address eceeces 
| 

} 

AWS | 

| 


Overseas’ 408 cash with order, please 


tion in Dublin next month call for 
end of ation of “Family 
Doctor,” magazine for lay- 


men. 

Resolutions are from Bradford, 
Lanarkshire, Chelsea and Futham, 
North Glamorgan and Brecknock, 
Brighton, and Conenster. 

Two other resolutions from South 
Shields and Marylebone (which in- 
cludes Harley Street) seek i 

is a financial 


Understood future of “Family 
Doctor”-—auanched two years ago-— 
not seriously threatened. Spokes- 
man said: “Bound to get resolutions 
of this nature in democratic associa- 
tion. There are ‘hundreds’ of resole- 
tions om agenda and conference 
agp will not get round to these. 

¢ are not worried.” 


M. GRAY TO DESIGN 
CORONATION SYMBOL 


Coronation souvenirs committee 
of Council of Industrial Design has 
commissioned Milner Gray to design 
symbolic crown suitable for repro- 
duction in variows media, also a 
rendering of Royal Coat of Arms 
simplified and freely drawn. Fac- 
si prints of four sketches avail- 
able from Council on payment £1. 


TO STUDY SPONSORED 
TV PROGRAMMES 


Press and General Publicity Ser- 
vice Ltd. announce formation of 
“division to study policy implica- 
tions of new B.B.C. licence as it 
may concern sponsored TV 
grammes.” Director is John Job- 
son, wartime reception and facili- 
tles officer at Ministry of Informa- 


LONDON TRANSPORT 
SIGN FOR BERLIN 


Replica of typical London Trans- 
port bar-and-circle station nmame- 
plate to be displayed permanently 
at Wittenbergplatz station on 
Berlin underground railway system. 
Being presented by London Trans- 
port to mark S0th anniversary of 
the Berlin (-Bahn system. The 
plate, in usual red, white and bloc 
enamel, framed in bronze, is 
mounted on oak panel. It is being 
handed over, on behalf of London 
Transport, to the Berliner Verkehrs- 
Betricbe by Major-Gen. C. F. C. 
Coleman, General Officer Com- 
manding Berlin (British Sector). 


RAYON CALLED LINEN: 
FIRM FINED £20 


At Guildhall, Norwich, Dinart 
Creations Ltd., St. Stephen's, Nor- 


| wich, fined total of £20 for selling 


rayon dresses as linen. Costs of 10 


| guineas awarded to Retail Trading- 
| Standards Association who had 


taken out summons. 


Travel Assn. 
Thanks Press 


AHH 


il 


ELECTRICITY BOARD 
DISPLAY CONTEST 


Art & Research Lid. have taken 
over publishing of “World Christian 


Account of New Look Products 
returned to Strand Ltd. 
after absence of just over a month. 


Grant Advertising Ltd. appointed 
to handle advertising of new series 


Published by the Proprietors, BUSINESS PUBLICATIONS, ied, at their office at 180. Fleet Street. London, ec¢ 
Staples Printers Limited at their Great Titchfield Street, London, 


June 26, 1952. Printed in England by 


(Phone: Chancery 8844.) 
establishment. 
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A SAS m Ms 
Annual report British Travel & 4% 
Holidays Association states: “There - 
has sever been greater volume of Pi 
’ world-wide publicity for Britain's ee? 
eo . — ~ ay in ee pe 
magazines ee wile Meg 
es. television. Success that has attended 
Association's efforts rr has _ 
: been to great extent upon £ 
; | wholehearted of publicity a 
Z Secale com again to Bie 
record our gratitude in this : a 
a. liab Association counts good- 5 
; press among its most vale- 
pi i - 
press severe limita- a 
q | Space, gave, mearty 10,000 bli 
eee ) 
; advertising —— 
Brazil, Caneda, Denmark, 
Brazil, Canada, France, mile ast 
Holland, Sweden, Switzeriand, U.S. ; ny 
also in of international cir- —_ 
eee 4 oe of Siaien wr 
Se oS 3 os 
previous year. leavy increases in ate 
paper and printing costs blamed for a; 
: : “Coming Events” by far most | 
popular publication. Report states : | 
? “Although drastic cconomies had i 
: to be made im home distribution in ee 
order that these extra supplies might iat ts 
a A hl be used overseas, zine now in >. 
: euch popstar demand Ghai we are 4 
~ * | being compelled request payment in ates 
many instances where Richerto it yd 
4 has been supplied free. As adver- eels 
tising medium popularity of journal Bey” 
with its A.B.C. circalation of 93,469 : 
| a month has grown steadily. Paid 
& circulation on annual subscription ithe 
5S exceeds 5,000. Policy of Board to ciate 
: develop sales.” Bem 
| } ti 
tion Second annual window displa 7 
competition opea to London Eleetri- +a 
city Board Service Centres staff won —— 
pe Kaenare Masa centre sco ete - . 
Edgware Road H } 
Street third. Judges were Micha 7 
Black, Marcus Brumwell and a 
; Arthur Symes. ate. ae 
py a "y Ue 
NEW MAZDA LAMP i 
AD. MANAGER Fi 
. Oliver bs Farmer appointed c 
Lt manager zda lamp and - 
Me 5 Tie S$ ing advertising department 4 - 
: ee British Thomson-Houston Co., Ltd., 
ss . ¥ to succeed H. E. Goody, who is re- 1 i 
——— és tiring at end of July. Farmer, 40, oe 
| a ea oe ean ain sects ste . 
; kK a ment 3 a man- ea 
al AERIISERS 2 ager of department 1948. iy 
| | | P| ‘ 
ee | a 
of hair cosmetics by Helena Rebin- eae 
: stein. Advertising in women's Brie. 
E ee eeeewee ee eee eee see ew = 2 OO national magazines starts next week. Be 
| a me 
as 


